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“The radio dealer,” says J. H. 
Stickle, referring to the advent 
of television, “is sitting in the 
corner with the shakes when he 
should be celebrating the birth o 
a son.” 4 

He’s afraid the new baby may 
soon start slapping his older 
brother around. 

aim, 

The number of seated workers 
in this country has doubled in the 
past 10 years, the office equipment 
people jubilantly report. 

If any of them are salesmen, 
they won’t have so many oppor- 
tunities to sit down in the next 
10 years. 


vvy 
Don Searle, AA reports, “likes 
Hollywood and Southern Cali- 
fornia, but regards San Francisco 
as one of the greatest places in 
the world to live.” 
Spoken like a salesman and a 
diplomat. 
> = 
The Old Professor says he 
notices that the typos frequently 
refer to an event featured in the 
Olympics as the discuss, and he’s 
afraid some of them may have 
mixed it up with reports on the 
college debating teams. 
7, Oo “= 
“Phil Harris was on Benny’s 
program for a time even after 
starting on Fitch Band Wagon,” 
the story says, but dyed-in-the- 
wool Harris fans would have 
abandoned Benny long ago if he 
weren’t still there. 
ey 
Purveyors of expensive per- 
fumes put a lot of emphasis on 
glamorizing the package, but then 
so do the admirers of the pretty 
ladies who wear them. 
a. oe 
A lot of people commented on 
the memo which the Louisville 
Courier-Journal and Times wrote 
to Robert R. Young, and they 
should have added the hope that 
the newspapers got a more imme- 
diate response than Mr. Young 
had from the New York Central. 
an oe. 
In case you didn’t recognize 


your old friend Rube Goldberg, he | working in a score or more im- | 


portant markets, with the active | 
was awarded a Pulitzer prize for | 


s the Reuben L. Goldberg who 


his cartoons in the New York Sun. 
v,vyY 


¢ 


Young Viewpoint Leading 
General Shoe Toward Top 


'Product-of-Week’ 
Plan Signs 30,000 


Denver Families 


Armour, Borden, GF, 
Lambert, Others Join 
Sampling Program 


New YorKk—The Denver Moni- 
tor, a shopping newspaper which 
each Friday covers all the 91,000 
homes in that city, on April 2 


merchandising plan developed by 
James A. Coveney Company, New 


ping newspapers. 

Participating products in April’s 
five issues were, in turn, Manhat- 
|'tan’s SweetHeart soap, Corn Prod- 
/uct’s Kre-mel dessert, 
‘Home’s Old English wax, 


mour’s chile con carne, and Bor-| 


|den’s instant coffee. 

| The four May issues will pro- 
mote General Foods’ Gaines dog 
|\food, Hills Brothers’ Dromedary 
mix, American Home’s Kolynos 
|tooth paste, and Libby, McNeill & 
‘Libby’s corned beef hash. 

From June through September 
participants will include other 
| products of American Home, Ar- 
mour, Corn Products, Hills and 
'GF, as well as American Safety 
| Razor, Cook Chemical, Lambert 
|Pharmacal, Nopco Chemical and 
|Rieser Company’s Venida 
' nets. 


Next in Baltimere 

| By July the plan will be ex- 
tended to Baltimore, through the 
Home News there. Ultimately, 
|Jim Coveney expects to have it 


cooperation of several million 
| families. 
Already, in Denver, one-third 


launched an editorially-supported | 
| “Product-of-the-Week” sampling- | 


‘York and Chicago, national ad-| 
vertising representative of shop-| 


American | 
Ar-| 


hair | 


Maxey Jarman Willing 
to Break Precedent; 
Ad Budget $1,250,000 


By S. R. BERNSTEIN 


trade, there is 
agreement that General Shoe Cor- 
poration is the organization to 
watch. 

Operating a fast-moving busi- 
ness whose basic philosophy calls 
for major attention to style, in- 
tensive merchandising and adver- 
tising, long-range planning and 
careful organizational integration 
and training, General Shoe has 
grown in 23 years from an, insig- 
nificant factor in the vast shoe 
business to third or fourth posi- 
ition in the industry, and gives 
every indication of moving fur- 
\ther up the scale. 


| 


is not too 
|similar to other businesses. In 
|many fields, a company which is 
‘currently turning out about 3% 
‘of total industry volume, and 
which is shooting at a little better 
than 5%, would just be another 
‘company. But in the shoe field, 
where there are approximately 
1,400 manufacturers, where the 
\“dominant” factor accounts for 
little more than 10% of the total 
/output, and where the five largest 
manufacturers combined add up 
to less than one-third of the total, 
the position achieved by General 
Shoe is significant. 


‘Big 5’ Outputs Given 


The “Big Five” in the shoe 
business are International Shoe, 
producing over 200,000 pairs a 
day, for a dollar volume in its last 


| The shoe business 


| 


cott-Johnson, whose production is 
| between 150,000 and 175,000 pairs 


per day, but with dollar volume! 
of only $140,000,000; 
‘Shoe, with production of about) 


General 


(Continued on Page 48) 


NASHVILLE, TENN.—In the shoe | 
pretty general | 


fiscal year of $213,000,000; Endi-| 


-. Scores of other 
VALUABLE PRIZES 


Win a (We Clee 
Clicquot 
Club 


CONTEST 


| 
| 
| 


} 


| 


|Z TS A 
| 

NOT NATIONAL—"You have a better 
chance to win because this is not a 
‘national’ contest,” Clicquot Club Bot- 
tling Company told would-be con- 
testants in this copy announcing its 
Los Angeles-Orange County contest. 

(Story on Page 8) 


Ben Duffy Urges 
Agencies to Issue 
Billings Figures 


'ton, Durstine & Osborn, 
dressing 125 graduates in the ad- 
vertising unit course of City 
| College. 

| “Let’s stop trying to hide the 
| fact,” he added, “that advertising 
lis a big business.” 


Ben Duffy told the group that, 


/not only does BBDO cooperate in 
ADVERTISING AGE’sS annual stories 
/on agency billings trends but that, 
_in discussion with other agency 
leaders, he has urged more agen- 
/cies to do so. 

Despite the rapid recent growth 

(Continued on Page 71) 


Last Minute News Flashes 


Fitch Retains NBC Spot; Plans Shows 


DAVENPORT, IA.—Following a meeting of F. W. Fitch Company ex- 
The number of children under|of the families contacted have| ecutives last week with Niles Trammell, president of NBC, the toi- 


five years of age increased 36% |signed for the plan and bought letries company announced that it is not giving up its 7:30-8 p.m., 
from April, 1940, to April, 1947,/the “April” products. By the end| EDT, time period on NBC. E. G. Naeckel, president of L. W. Ramsey 


Curtis researchers report. No won-|of the 90-day redemption period | Advertising Agency, Fitch agency, said plans are under way for sum- 
for the first month’s coupons, on| Mer and fall shows. 


ters. 
. 2} = 


qd there’s a shortage of baby | 


|July 1, he believes that 50% 
|50,000 of Denver's 
An agency looking for a copy | 


oO, 


(Continued on Page 69) 


yrs says it’s located “on the| 
east Coast, but far enough away|, « ’ 
‘a . New York to let you Plumed Knights 
oreathe.” 

hey think everybody in New face loss of power. 
York rides the subway. 


a 


| 
\DVERTISING AGE reports that in| 


ki ‘ping with recent trends, Amer-| 
con Journal of Nursing has re- 
Yorsed its ban on cigaret ads. 

\ nurse is only a woman, but a 
id cigaret is a smoke. 


i] 
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Add signs ‘of’ spring: Bloom- 
rg lilacs and fruit trees, the| 
‘ound of the baseball bat meeting) 
‘e horsehide, and the music of | 
'-e hand-organ-and-monkey man. | 

| 
Copy Cus. | 
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See ‘In Washington,’ 
Page 26. Other features: 


Ad-libbing , we 
Advertising in the Test Stage. 
Advertising Market Place. . 
Business Paper Figures. . 
Creative Man's Corner. 
Department Store Sales 
Editorials ; 
Getting Personal 


60 


Information for Advertisers. . ou 12) 
Obituaries : 71 
Photographic Review 53) 


Rough Proofs I 
Voice of the Advertiser 


2 Esquire, Life and Sport. 
72. 
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ane 2 00.000| McGrath Named to Head Gaines Division 

: New York — Harold P. McGrath, who for the past year has been’ 
' sales and advertising manager of Gaines dog foods, has been ap- 
| pointed general manager of the Gaines division of General Foods, 
which has been given full division status. 
|as sales and advertising manager for Gaines is Edwin Abel, formerly 


Succeeding Mr. McGrath 


merchandising director at Pedlar & Ryan. 


Drewrys Breaks First National Ad Drive 
SoutH BEND, Inp.—Drewrys Ltd., is opening the first national ad- 
vertising for its beer and ale with ads in Collier’s, Elks Magazine, 


Extensive newspaper ad schedules, 24-sheet 


posters in all Drewry market areas, and spot radio complete the pro- 


motion plans. 


Biow Company. 


added later. 


The drive is pegged on the theme, “Drewry Goes Na- 
_ 64) tional,” and coincides with the completion of expanded plant facilities. 


: rr Philip Morris Enters Television with Spots 
New YorK—Philip Morris & Co., 
62| time, will launch a television spot campaign this month through the 
A schedule is planned on all three New York sta- 
tions and DuMont’s Washington outlet. 


entering the medium for the first 


Other markets are to be 


(Additional News Flashes on Page 75) 
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Soft’ Circulation 
at Newsstands 
Not Unexpected 


_ Second Quarter Is 
Always Bad, Experts 
_ Say of High Returns 


By JOHN CRICHTON 


New York—Last week many a 

magazine publisher was con- 
fronted with another problem: re- 
turns were rising. 
In the patois of the circulation 
| men, newsstands had gone a little 
'soft. The general reaction was 
calm, with most of the circulation 
/men pointing out that newsstand 
sales generally follow a predict- 
| able pattern, with the low in the 
| spring. 

Walter Winchell had gossiped 
that Collier’s returns were up 25% 
|in April over March. A Crowell- 
Collier spokesman promptly de- 
nied the accuracy of the figure, 
pointed out that Winchell has been 
engaged in a running battle with 
'Collier’s (along with Time and 
The New Yorker), but conceded 
that returns were up. Asked if 
| 10% represented a fairly accurate 
‘return figure, he hedged, saying 


New York—“I see no harm in| that some issues will be less than 
publishing advertising agency bil- 
| lings figures,” said Bernard C. 
|Duffy, president of Batten, Bar-| 


|10%, some a little higher, and 
|said that he thought 10% returns 
would be “satisfactory to most 
| publishers.” 


Important to Advertisers 


A spokesman for American 
|News pointed out that the giant 
distributing company’s earnings 
for the first quarter of 1948 were 
better than the comparable period 
in 1947, and indicated that returns 
were “up about 2%, maybe run- 
ning around 6 to 8%.” He called 
the slump “seasonal.” 

S-M News Company had also 
noted the slump, likewise thought 
it was seasonal and believed that 
it goes “all along the line,” and 
that all magazines are almost 
equally affected. 

Newsstand circulation is highly 
regarded by many agency space 
buyers, who see it as absolute evi- 
dence of a magazine’s drawing 
power. Accordingly, newsstands 
and the fortunes of the magazines 
on them get close scrutiny. 


Regular Cycle 


The men closest to circulation 
say flatly “some time in the second 
quarter, newsstand sales will be- 
gin to drop. It’s a regular cycle. 
When winter ends, the newsstand 
sales of most magazines decline.” 

Some companies alter their print 
orders drastically to take care of 
the anticipated decline. 

For example, S. O. Shapiro, 
Macfadden' vice-president, says 
that his company cuts back print 
orders, anticipating the _ spring 
slide-off; even so, returns on 
Photoplay and Radio Mirror will 
move up about 10%, compared to 
a normal 8% and 7} respec- 


a 5 
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Floyd Odlum, head of gi- 
gantic Atlas Corporation, 
gives first major interview 
in 10 years. See Page 34. 
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tively. The long winter helped 
newsstand sales, in Mr. Shapiro’s 
view. He believes there is a no- 
ticeable trend to romance and 
confession magazines, possibly at 
the expense of fiction and wom- 
en’s groups. 


Comics Still Thriving 


Independent News Company, 
which principally handles the dis- 
tribution of comics magazines, cuts 
the print order for National 
Comics Group 2,800,000 between 
February and June. In the comics 
field, over a period of time, dis- 
tributors have learned the sea- 
sonal cycle. The peak months are 
February and October—February 


WHERE CAN YOU GET INSTITUTIONAL 


because of the confinement forced | 


by winter, October because juve- 


nile readers are thoroughly bored | 
by a summer without school and | 
Con- | 


eager for entertainment. 


| versely, the valleys of the comics 


distributing business are the 


/months of May and June, when 


the schools let out and the weather 
is pleasant. 

The comics field, incidentally, 
is still thriving. About the only 
scoreboard in the field is main- 


tained by George W. Doherty, al 


representative of Eastern Color 
Press, who keeps a monthly re- 
port of the number of comics 
titles on the stands. 

Coming into April there were 
253 titles on the stands—a new 


record. The month before was 
also a record—237 titles. The 
number of “one-shots” had de- 


creased somewhat, from 17 out 
of 237 on March 1 to 12 out of 
253 on April 1. 

The number of titles is a little 


jeceiving, because of the duplica- 


Spportunity 


oo te: rai 


McCANDLISH WINNER—First prize winner in the artist group, this poster 
brought $2,500 to Russell Sambrook, of Rutherford, N. J., in the annual nation- 
wide poster contest sponsored by McCandlish Lithograph Corp., Philadelphia. 


tion on the stands caused by quar- | many of them have their peak 


terlies, etc., which 
more than one report. 


appear 


age number of titles would prob- | 


in| months on newsstands in the sec- 
An aver- ond quarter. 


Another exception is Life; which 


ably be 146, Mr. Doherty told AA. opposing circulation managers 


About the only magazines which | grudgingly 


concede “sells out 


don’t feel the spring newsstand | clean” on the stands. 


slump are those which have 
strong gardening sections, and 


He’s blowing his top ‘cause he overlooked how 
The Des Moines Sunday Register covers lowa! 


THE DES MOINES 


Better a string around your finger than a bandage 


on your head! 
Let that string remind you— 


@ The Des Moines Sunday Register circulates 
state-wide... reaches all 99 Iowa counties with 
nowhere less than 20% coverage! 


@ It completely dominates 81 counties with at 
least 50% coverage in each! 


@ It sells over 500,000 copies . . . only nine cities 
have newspapers with a higher circulation 


than this! 


Remember The Des Moines Sunday Register is a 
single package that contains 70% of all the buyers 
in lowa—and all for a milline rate of $1.63! 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


‘ing advertising costs, 
‘sumer public relations practices 


Canadian Sales Down 


And if the domestic situation 
wasn’t troublesome enough, the 
publishers whose magazines still 
go into Canada (all pulps, confes- 
sions, etc., were restricted by the 
dominion government earlier this 
year) were receiving dismal re- 
ports of Canadian sales. 

One circulation manager had 
been told by his Canadian dis- 
tributor that last week’s news- 
stand sales in Toronto were “the 
worst since prewar days.” In- 
cluded in the returns, for the first 
time in several years, were copies 
of the Toronto Star, usually a 
weekly sellout. 

But having been subjected to 
periodic alarms about the evapo- 
ration of newsstand sales, most of 
the informed sources in the field 
seemed to feel that when the third 
quarter begins the period of “soft- 
ness” will be over and sales will 
rise again. 


Sales Affiliation 
Meeting to Stress 
PR, Ad Costs 


CLEVELAND—Methods of reduc- 
and con- 


will share the spotlight at the 40th 
annual business conference of the 
International Affiliation of Adver- 
tising and Sales Clubs here May 
21-22. 

The 600 participants will hear 
Frank B. Tucker, director of ad- 
vertising of B. F. Goodrich Com- 
pany, discuss how Goodrich has 
slashed ad costs. H. Norman Neu- 
bert, public relations manager of 
R. H. Macy Company, New York, 
will present an analysis of con- 
sumer relations practices. 

Other speakers include Don 
Henshaw, account executive, Mac- 
Laren Advertising Company, To- 
ronto, and Donald Gordon, deputy 
governor, Bank of Canada. The 
Cleveland Advertising Club is 
handling the arrangements. 


BMB Wants Radio, Video 
Ownership in 1950 Census 


The Broadcast Measurement 
Bureau’s technical committee has 
adopted a resolution recommend- 
ing that the BMB urge the inclu- 
sion of a question on radio and 
television set ownership in the 
1950 census. 

Progress on field work for the 
interim audience measurement, 
findings from which are due in 
July, also was discussed. 


Cudahy Appoints Two 


C. E. McClure has been ap- 
pointed general sales manager for 
all food products except packaged 
foods of Cudahy Packing Com- 
pany, Chicago. H. B. Reed has 
been named general sales man- 
ager of the newly formed pack- 
aged food division. Both men 
have been with the company for 
a number of years. 


he. 5 F 


ve ~ y sive, +37 y, 2 


Council Receives 
$85,000 Toward 
$650,000 Budget 


New York—The first meeting 
of the industries advisory com 
mittee of the Advertising Counc! 
was held last week to discuss way; 
and means to further the coun. 
cil’s $650,000 annual budget cam. 
paign. 

The committee now numbers 3} 
business men representing 27 in. 
dustries. The first returns re. 
ported by three industry group; 
amount to $50,000, making a totza! 
of $85,000 received toward the 
budget to date. Charles E. Wi. 
son, president of General Electri; 
Company, chairman of the com. 
mittee, explained that a ceiling iy 
contributions had been set a 
$10,000. 

After this committee meeting, ; 
review of the American economic 
system campaign took place. Stu- 
art Peabody, assistant vice-presi- 
dent of the Borden Company, who 
is acting as coordinator, presented 
a plan of campaign operation. 

A schedule of the campaign, 
using all media, was outlined. It 
was decided that the drive should 
not get under way until sufficient 
support had been received to keep 
the campaign going full tilt for at 
least 12 months. 


N. Y. Adwomen Elect 
Grace Johnsen President 


Grace M. Johnsen, manager of 
the continuity acceptance depart- 
ment, American Broadcasting 
Company, has been elected presi- 
dent of the Advertising Women of 
New York, succeeding Mary Mc- 
Clung, general manager of the 
New York Post and Bronx Home 
News. 

Other officers elected are: Dor- 
othy Lewis, radio division, public 
information, United Nations, vice- 
president; Ruth Kinyon, research 
director, Charles W. Hoyt Com- 
pany, treasurer; Elizabeth Blank- 
enhorn, advertising department, 
Life, corresponding secretary, and 
Janet Mackey, director of business 
development department, Immi- 
grant Industrial Savings Bank, re- 
cording secretary. 


Star Motors to Fader 


Star Electric Motor Company, 
Bloomfield, N. J., maker of electric 
motors and SEC cleaning systems, 
has appointed Franklin Fader 
Company, Newark, to handle its 
advertising. 


; 
be 


Advertising is often criticized by the 
public as too materialistic . be- 
cause it usurps too much of the 
reader's time without cultural com- 
pensation. 

Conversely, advertising highly 
praised for its social awareness, '|8 
often roundly criticized by manae- 
ment because it doesn’t sell hard 
enough, 

Once in a while the ideal is 
tained ... an advertising progrs™ 
both pleases the public and sv!'8 
hard enough to suit management. 
We have one of these rare 2-i:-! 
plans specifically appropriate to @ 
large advertiser. 

Who'd like to see it? 


1T DOESN’T PAY 
TO ADVERTISE ... 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. eADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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Fairchild lends a 


FAIRCHILD BUSINESS 
PAPERS — SERVING BIG 
BUSINESS WITH A FASTER 
NEWS TEMPO... The new 
Fairchild Building triples our 
publishing plant capacity... 
equips us for a better 

job of reader service. 


RETAILING HOME FURNISHINGS 


DAILY NEWS RECORD 


helping hand 


Our Marketing Research Department is like a sea-goimg 
chronometer — it can't afford to be wrong. We gather 
and disseminate information of great importance to busi- 
ness men, who do something about it. 


We're always doing surveys, because we insist on last 
minute ammunition for our editorial staff. We try to live 
up to the faith of 120,000 subscribers who believe, “It 
must be so if Fairchild said it."’ 


We get many requests for surveys from the outside. We 
don't go on wild goose chases, nor do we tie up research 
people to track down a point of minor or no particular 
interest; but if the request is of major importance and of 
general benefit, we'll do the job in the interest of com- 
merce. 


In February 1948 we received 115 outside requests. The 
information wanted ranged from data on corsets to profit 
and loss data on cosmetic firms. And between these there 
were also requests for general operating statistics, mat- 
tress production, rank of all manufacturing industries, 
silverware distribution, comparative kitchenware figures 
... and even a request for monthly department store 
figures comparing two years more than a generation apart. 


How did we make out? We supplied complete and satis- 
factory data for 52 of these requests — right out of our 
files. We supplied partial information to 50 others — and 
told most of these people where the rest of the data was 
available. In the last 13 cases it was no soap, because 
there were no figures anywhere on which to base a con- 
clusion or survey. 


What does this all add up to? Fairchild subscribers follow 
our news columns very closely because there are many 
items every day which have a bearing on their business. 
That influence seeps over into the advertising pages. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Wood to Glass Institute 


Benjamin Wood, managing di- 
rector of Tea Bureau, Inc., for the 
past 10 years, has been appointed 
director of marketing for the 
Glass Container Manufacturers 
Institute, New York. 


Scripto Appoints D&C 
Scripto, Inc., Atlanta, maker of 
pens, pencils, leads and erasers, 


has appointed Donahue & Coe, cer-Fitzgerald-Sample, 


} 


| 


| 


Grant Advertising will continue | Walter Thompson Company, Ruth- | ecutive committee, and Henry Ww. 
to handle Scripto’s export adver-|rauff & Ryan and Buchen Com- Collins, vice-president in charge 
tising. | pany. 'of sales and distribution, has been 


comamaneganenagee ——— appointed executive vice - presi- 
Schedule Softball Games Celotex Shifts Four dent. 
Teams of the Chicago Advertis- 


Bror Dahlberg, founder and | . 
ing Agencies Softball League,| president of Celotex Corporation, | Makes Projector for TV 
which was formed last year, will 


Chicago, has been elected chair- | RCA, Camden, N. J., has de- 
again play ball this season on|man of the board of directors. | veloped a new 35 mm. sound 
Tuesdays at 6:45 p.m. in Grant|Otis S. Mansell, vice-president| moyie projector that will enable 
Park. Participating agencies are: |and comptroller, has been elected | telecasters to use standard 35 mm. 
Henri, Hurst & McDonald, Dan-|president. Chris L. Christensen, films. The machine projects pic- 
Needham, | vice-president in charge of indus-| tures directly on the pickup tube 


New York, as agency for its do- Louis & Brorby, McCann-Erick-|trial relations and research, has of a television film camera for 
mestic and Adgif sales divisions.’ son, Foote, Cone & Belding, J.| been named chairman of the ex-/ conversion to video signals. 
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FARM JOURNAL, INC., a/so publishers of PATHFINDER—AMERICA’S 2ND LARGEST NEWS MAGAZINE 
GRAHAM PATTERSON, PRESIDENT 


Advertising Age, May 10, 1°49 


‘General Mills 
Pares Down Radio 


fo Balance Media 


MINNEAPOLIS—General Mills 
wants to spend a little less ip 
radio and a little more in printed 
media. 

That—rather than desire tp 
spend more in television, dissatis- 
faction with program ratings and 
other rumored reasons—is why 
the company has dropped “Holly 
|Sloan” and “Woman in White,” 
two daytime NBC serials. 

E. G. Smith, radio program 
manager of General Mills, told AA 
last week that where the ratio in 
favor of radio expenditures has 
recently been about 65-35 and in 
the past has ranged up to 70-30, 
the company “is shooting at a 
55-45 ratio.” 

Although GM is contemplating 
a television program, compara- 
tively small expenditures wil! 
back video shows. A video view 
of its Betty Crocker “Magazine of 
the Air” show will probably be 
ready by fall, but GM spokesmen 
say this new show has had nothing 
to do with the dropping of the 
two NBC serials. 


Still Big Radio User 


L. H. Crites, advertising comp- 
troller of General Mills, said last 
week that the change will defi- 
nitely not mean a reduction in 
GM ad expenditures. He said 
that the company, with two new 
agencies this year, wants to give 
the newcomers some leeway for 
projects they may have in mind, 
which could not be done if the 
budget was already allocated be- 
fore they moved in. 

One of the new agencies is Bat- 
ten, Barton, Durstine & Osborn, 
named to handle Apple Pyequick 
(BBDO also directs institutional 
advertising). BBDO was named 
for that product recently when 
General Mills decided not to have 
any one agency handle competing 
items. Knox Reeves Advertising 
elected to give up Pyequick and 
hold on to Bisquick and other 
products. 

Similarly, Dancer - Fitzgerald - 
Sample will give up Kix to an 
agency to be appointed by Sep- 
tember. 

In dropping “Woman in White” 
and “Holly Sloan,” General Mills 
remains one of the biggest radio 
advertisers in the U. S. It spon- 
sors “Today’s Children” and 
“Light of the World” on NBC in 
the afternoon (2-2:30 p.m., EDT, 
as the latter moves into “Holly 
Sloan’s” spot); and the Betty 
Crocker, “Jack Armstrong,” “Fa- 
mous Jury Trials”, “Lone Ranger” 
and “Green Hornet” on ABC. 

Last week General Mills re- 
newed its five ABC programs for 
another year. The company wil! 
also, for the sixth time, join with 
| Wilson Sporting Goods Company 
in sponsoring the National Pro- 
|fessional Football League cham- 
|pionship game this vear. 


CBS Adds Two V.P.s; 


Changes Lowman’s Title 

CBS has added two more names 
to its list of vice-presidents and 
has given another executive a new 
title. 

Promoted to vice - presidenc:es 
are J. L. Van Volkenburg, fo'- 
merly director of station adm:"- 
istration, now director of telev'!- 
sion operations, including p'0 
grams and sales, and J. Ke!'Y 
Smith, director of station re‘4- 
tions, now viee-president in charsé 
of station administration. Law- 
rence Lowman, vice-president 
charge of television, has been “)- 
pointed vice-president and g°"- 
eral executive, with personnel re- 
lations, reference and short-wave 
departments, as well as televisio" 
reporting to him. 
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The force of your advertising Sunday Punch is measured 
by the impact it has on markets that “‘pay off.’’ 


Using the First 3 Market Group, you reach the first 
3 marketing areas of the country where 38% of all U.S. 
families live, accounting for 43% of U.S. retail sales. 


The average family coverage of First 3 in the metro- 
politan areas of New York, Chicago and Philadelphia is 
78%; in 1658 cities and towns, 50%; and in 391 counties 


THE GROUP 
WITH THE 


SUNDAY 
PUNCH 


“Yes, Jamie, you were knocked silly.” Jim Glynn, put to sleep by Joe Lannon in five 
rounds at Boston, September 17, 1888, on regaining his feet, remarks,“Was | knocked out?” 
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COURTESY OF BETTMANN ARCHIVE 


of the great industrial North and East, 48%. 


With this outstanding coverage in such rich markets, your 
ads also get the benefit of finest rotogravure and color- 
gravure reproduction, giving maximum package and 
product identification. 


Give your advertising schedule the impact of this con- 
centrated coverage in markets where it “‘pays off.”’ 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Rotogravure + Colorgravure 


Picture Sections + Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GArfield 1-7946 
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Advertising Age, May 10, I°% 


ter and half-ton panel truck mod-|of the cars (exclusive of city tax Cam bell Sou how | I 
- I F or d Imports els. Some 12,000 will be imported and certain accessories) : Anglia,| na P . Jon tg Morton Salt 5 
B iti h C during the next few months. leather upholstery, $1,398.64; Pre- | sate ° O N e x 
ritisn Cars Sales will be made through|fect, leather, $1,620.95, cloth, ouble Or Nothing,” now 


New YorK— The Ford Motor|Ford dealers, with 122 lined up. | $1,568.43; Thames trucks, 500 cwt., i on Compnell’ Beas ts Chain Discounts 
Company last week announced the| Advertising, placed through J.|$1,192.05 with primer coat, $1,-| pany, Philadelphia, will move to 
receipt of the first Anglia and| Walter Thompson Company, will|212.60 with regular paint job;}NBC May 31. The broadcast to 
Prefect passenger automobiles and | start in newspapers in Boston,|Thames trucks, 1,000 cwt., $1,-|be aired Monday through Friday 
Thames trucks from England,|New York, Philadelphia, Wil-| 593.98 with primer coat and $1,-|at 2 p.m., EDT, fills the spot va- Ruled Unlawful 


where they were manufactured in| mington and Washington late this | 625.84 with regular paint job. _cated by General Mills, which has 
a Ford plant. | month. —_—_———- an 4 “Wonan f cae S| WasHincton—In its second 
The Anglia and Prefect are; Current plans do not include Johnston Promoted Campbell’s . other Af daily | major Supreme Court victory in 


light, four-passenger sedans, and/| expansion into the Midwest or to “ ” as many weeks, the FTC last week 
the Thames truck is roughly|the West Coast. Arthur C. Johnston, manager of /Shows, "Club 15° and Edward R.| | 1s wed a Morton Salt discount 
, -.e| converted fabric sales, has been |Murrow’s newscast, will continue “ 
equivalent to the American quar-| The New York delivered price | . pointe a” nendetens gen aaah sales | 0D CBS. Ward Wheelock Com-| schedule containing a maximum 
| manager of Dominion Textile P@™Y: Philadelphia, handles the | discount bracket accessible only 
Company, Montreal. He has been | ©@™pbell account. to five large grocery chains. 
with the company since 1913. Fey ee ee _ In reversing the earlier judg- 
——__—_ Reilly Appoints Collins — ment of the seventh circuit court 
saa | Richard Collins, formerly head | in Chicago, the Supreme Court 
Graham Quitting McCann of his own art service, has been| said: “Theoretically these dis- 
Edward B. Graham, formerly appointed creative director of the | counts are equally available to all, 
vice-president in charge of poster|J. M. Reilly Company, Boston. | pyt functionally they are not 
|planning for McCann-Erickson,| B. F. Moore & Co., Newport, Vt. oF th rd indicat : 
New York, will resign from the| has appointed the agency to han-|_. y7" .25, ue Tecore indicates, no 
agency May 15. ‘dle advertising for ski wear. single independent retail grocery 
store, and probably no single 


wholesaler, bought as many as 
50,000 cases or as much as $50,000 


worth of salt in one year.” 

a Points to History 
“The legislative history of the 
Robinson-Patman Act makes it 


abundantly clear that Congress 
considered it to be an evil that a 
large buyer could secure a com- 
petitive advantage over a small 
buyer solely because of the large 
buyers’ quantity purchasing abil- 
ee Fe ity,” the court said. 

a4 “The Robinson-Patman Act was 
; passed to deprive a large buyer 
of such advantages except to the 
extent that a lower price could 
| be justified by reason of a seller’s 
diminished costs, due to quantity 
manufacture, delivery or sale, or 
by reason of the seller’s good-faith 
effort to meet a competitor’s 
equally low price.” 

Justices Jackson and Frank- 
When a leading food processor furter agreed that the quota dis- 
. /counts, for larger than carload 
introduced a new product, WSIX /purchasers, were discriminatory, 
helped him score again. And many but protested that the same rule 

: /could not be applied to a carload 
other outstandingly successful food _| discount which was utilized by all 


advertisers have used WSIX consis- _| but, one-tenth of 1% of Morton's 


: _customers, 
tently — not only for special cam- 
paigns, but for year in, year out ae 
2 oe, 'y A Charging that “the law in this 
results in Nashville's 51-county retail case, in a nutshell, is that no 
trade area. Get all the facts from aay See vere © oe 
commission chooses to say it is 
your nearest Katz representative. not,” the two dissenting members 
: pointed out that small customers 
Let the record show you how WSIX qualified for the carload price by 
can help build a sales score for you. pooling their orders. 

“It seems to me that a discount 
which gives a lowered cost to so 
large a proportion of respondent's 
customers and is withheld only 
from those whose conditions of 
delivery impose greater handling 
costs, does not permit the same #. 
inferences of effect on competition 
as the quota discounts which re- 
duce costs to the few only and 
that on a basis which ultimately 
is their size,” Justice Jackson 
wrote. 

“On one hand,” he said, “the 
4 Robinson-Patman Act recognizes 
that quantity discounts may be 
utilized arbitrarily and without 


5000 WATTS + 980 KC er Sit | ~~ 9 Nie ~ justification in savings effected by 


oo 3 = . Dk quantity sales, to give a discrim- 


ole os ¥ Ay oan Met: inatory advantage to large buyers 
ABC Affiliate Re i ee “i ee e eo oe over small ones. 
Moe \- “On the other hand it recos- 
& ° bey nizes that a business practice 50 
> = ee, old and general is not without 


WSIX gives you all three: § some basis in reason, that much 


that we call our standard of liv:ng 
Market 
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is due to the wide availability of 
low-priced goods made possible >y 
mass production and quantity ¢ 5- 
tribution, and hence that whet- 
ever economies result from qua®- 


¥ “i . — ; : 
pee . £ = ——— 205 tity transactions may and indeed 
Coverage . NASHVILLE Wri binneal TENNESSEE should, be passed down the 1! 2¢ 
E SHEE! Us | to the consumer. 
conom NEN HAH 
Y ek a= Gets Bradshaw, Walters 


The Bradshaw Company 424 
the Bob Walters Candy Compa!y, 
|New York, have appointed Ber™- 


National Representative: THE KATZ AGENCY, INC. @ And WSIX-FM 71,000W 97.5 MC Fark tb handle their advertising 
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hree things... 


vital to advertisers . . . happen during 


the BOYS’ LIFE ace: 


1 Brand awareness develops 
2 Buying and use habits begin to form 


3 Loyalty to company or product starts to grow 


the national magazine for boys 
Challenge US to Prove that we can open 


for you the door to one of America’s most 
active, fastest growing markets—as we have 
done for top manufacturers . . . consistently 


for 10-20-30 or even more years! published by the Boy Scouts of America 


#1 in lineage e #1 in circulation e tops in purchasing influence. 
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Simon & Smith Moves; 
Adds Two to Staff 


Simon & Smith, Portland, Ore., 
agency, has moved to larger quar- 
ters at 1606 E. Burnside. 

W. R. Scott, formerly with 
Hyster Company, Portland, has 
joined the agency’s news bureau. 
Kenneth Lawrence, formerly ad- 
vertising manager of the Register- 
Guard, Eugene, Ore., has been 
named assistant production man- 
ager. 
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Dealer Sales Aid 
Is Object of New 


‘Clicquot Contest 


(Picture on Page 1) 

Los ANGELES—lIn a bid for 
dealer display and active mer- 
chandising support in the highly 
competitive bottling field, Clicquot 
Club Bottling Company here has 
launched a contest featuring the 
theme: “Love That Dealer.” 

Prizes include a 1948 Oldsmo- 
bile and 49 other items of mer- 
chandise ranging from a Norge 
refrigerator to cases of Clicquot 
beverages, and will be given for 
the best letters of 20 words or 
less beginning: “What I like most 
oie 


three bottle caps from Clicquot 
beverages. 

The contest will run from May 
1 to June 30. During the first 30 
days, purchasers of Clicquot will 
get one extra bottle for one cent 


with every purchase of two bot- 


'tles. The contest will be backed 
with newspaper copy weekly in 


the Los Angeles Examiner, Herald 


Express, Shopping News, and 
| Times, radio spots on seven Los 
Angeles stations, point-of-pur- 
ichase material, and a traveling 


poster. 
Wrap Car in Cellophane 


The Oldsmobile will be pack- 
aged in cellophane with a huge 
red ribbon, and will tow around 
the city a 14-square-foot sign 
plugging the contest. Recordings 
of the Clicquot Eskimo band will 
be played at selected points and 
entry blanks for the contest will 
be handed out. Distribution of 
cricket gadgets will be made, to 
tie in with radio spots which use 
the phrase, “Click Click, Clicquot 
Club, Click Clicquot Club.” Point- 
of-purchase material consists of 
bottle toppers, window cards de- 
scribing how to obtain contest 
blanks, and signs to announce the 
one-cent sale. Bumper cards will 


be given to distributors, dealers, 
and employes of the company. 

Dealers mentioned in winning 
entries will be awarded a total of 
$1,050, starting from a first prize of 
$500. To be eligibie, dealers must 
display contest entry cards, dis- 
tribute entry blanks and stock 
Clicquot Club beverages. They are 
also asked to build displays of 
Clicquot Club and use the point- 
of-sale material. Dealer partici- 
pation was sold by Clicquot sales- 
men who covered the trade during 
April, using a presentation to 
show how the campaign can be 
used to build store traffic and in- 
crease beverage sales. 

The contest is limited to Los 
Angeles and Orange counties. The 
Mayers Company, Los Angeles, 
handles the campaign locally. 


Arbogast to Malone 


Fred Arbogast & Co., Akron, 
manufacturer of fish lures, has 
named Norman Malone & Associ- 
ates, Akron, to handle its adver- 
tising. 


What makes a 


"GEE...REMEMBER WHEN 
YA DIDN'T HAFTA THINK 
IN BULL SESSIONS 7° 


In puddles of light from study 
lamps, around pot-bellied stoves in 
country stores, in school classrooms, 
city apartments and farm parlors, 
Upper Midwest residents are playing 
an exciting new game these days——a 
game that has them thinking harder 
and straighter than ever before. 


The rules are simple: take one 
Thursday issue or the Minneapolis 
Star; turn to the first page of the 
second section; answer the 35 search- 
ing questions in the Star’s weekly 
Information Quiz on World Affairs; 
then be prepared to defend your 


newspaper great? 


opinions against counter-argument 
and lively debate from friends and 
family, teacher and classmates. 


75,000 school children and 1,254 
teachers throughout the Upper Mid- 
west are playing the game every 
week. Fascinated kids hurry home 
from classes to spring the questions 
and crow the correct answers at 
parents. Thanks to the Minneapolis 
Star’s Program of Information on 
World Affairs, interest in the prob- 
lems of this befuddled sphere we live 
on is now epidemic, and spreading 
fast. Inquiries from educators and 
civic officials are coming in from 
points as distant as Paris and Hono- 
lulu asking how a newspaper started 
such a sudden attack of global 
awareness among its readers. 


The World Affairs Program re- 
cently helped win for the Minneapolis 
Star and Tribune the 1948 Editor 
and Publisher Award for the nation’s 
outstanding community service pro- 


gram by a newspaper. The popular 
quiz columns are supplemented by 
a guide to the study of world affairs, 
with study outlines and reading ref- 
erences distributed free to teachers, 
studentsand interested readers. Each 
spring Upper Midwest schools send 
star pupils to a final quiz contest 
in Minneapolis where high-scoring 
winners compete for prizes. 

Wrote a junior high school prin- 
cipal from world-affairs conscious 
Washington, D. C., “Your program 
is the most helpful, progressive ac- 
tivity that has ever been devised, to 
my knowledge, to start young citi- 
zens right in their thinking.” 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


965,000 SUNDAY - 439,000 DAILY 


rr, 


Radio Men Strike. 
Back at Critics 
at Ohio State 


CoLumsus, O.—American radio 
listeners are to blame for what- 
ever is wrong with radio, Sau! 
Carson, radio and television fea- 
ture writer, told delegates at Ohio 
State University’s 18th Institute 
for Education by Radio. 

In sessions marked by strong 
talk, speakers for commercia] 
radio indicated that they are a 
bit fed up with unceasing criti- 
cism from educators and the in- 
tellectuals. 

Typical of the feeling was Mr. 
Carson’s remark: “When you have 
removed advertising from our 
billboards, toned it down in our 
newspapers and magazines, taken 
its influence out of one thousand 
and one phases of our daily life 
—then, and then only, have you 
the right to demand that broad- 
casting do likewise.” 

More important than the 
speeches, however, was the dearth 
of network and commercial broad- 
casters present at the institute. 
The network representation was 
halved from the previous year, 
and station representatives were 
about one-third fewer than in 
1947. 


‘Completing Test Pattern’ 


Speaking at the solitary session 
on television, Paul Mowrey, di- 
rector of television for the Ameri- 
can Broadcasting Company, de- 
clared that video “today is com- 
pleting the test-pattern stage of 
its development.” 

He called on television execu- 
tives to “keep in mind at all times 
that the public has a right to an- 
ticipate that national television 
will, in the very near future, de- 
velop for itself a character and a 
design consistent with its re- 
sponsibilities.” 

Broadcasters did submit almost 
three times the normal number of 
programs for judging, however, in 
the three classifications of net- 
work, regional organization, and 
local station programs. First 
awards in the network class were 
as follows: 


No Music Award 


Religious programs: “The Eterna! 
Light,” NBC; “The Greatest Story 
Ever Told,” ABC, and “Family Thea- 
ter,” MBS. 

Agricultural programs: “The Gar- 
den Gate,” CBS; “National Farm & 
Home Hour,” NBC. 


General cultural program: “CBS 
is There,” CBS. 
Public affairs programs: “Door- 


way to Life,” CBS, and “Documen- 
tary Unit Series,” CBS. 

Children’s programs: “Magic Ad- 
ventures,” CBS Trans-Canada; “Me! 
ody Theater,” MBS. 

One-time broadcasts: “The Friend 
and Peter Stuyvesant,” CBS; “son 
of Man,” CBS; “Murder in the Ca- 
thedral,” CBS; “The Case Against 
Cancer,” CBC. 

Cultural program, music: No 
first award. In refusing to make 
a first award in this classification, 
the judges cited four factors: 

(1) The educational potentiali- 
ties of radio in the field of music 
are not being realized fully; (2) 
programs are not always designed 
for radio, but are regular concert 
programs picked up for broadcast, 
(3) some of these programs, w!h'le 
high in the field of entertainment, 
are not considered as contribut ng 
to education in the field of music; 
(4) scheduling of certain progra™s 
either at unimportant radio times 
or about midnight in certain .0- 
calities is considered detrimen‘2!. 


Stratford Names Robbins 


Larry Robbins, formerly vice- 
president and general sales man- 
| ager of Eversharp, Inc., has bee! 
_ appointed vice-president and g°n- 
eral sales manager of Stratford 
‘Pen Corporation, New York. 
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Hees Liber ly S new 
ome Section 
for June-- 


It brings expert advice on how to improve family living 
at low cost! 


1. Remake That Living Room (brief excerpts) 


“It's inexpensive and easy to transform your living room 
into a dramatic and colorful setting with the new 
Hampshire fabrics . . . the cottons illustrated are harmonized and 
styled in dozens of color combinations ... they're dust-proof... 
washable without fading...dry-cleanable...less than 
2% shrinkage...to cover a sofa, 2 upholstered chairs and 
2 occasional chairs, material costs are less than $120.” 


“ Burlington’s famous cotton jacquards are made in 8 traditional 
and modern colors...moderns are flame, lipstick red, 
chartreuse and bottle green...traditionals are old rose, blue, 
gold and wine...widths are 41%"...costs only about $1.50 per yd.” 


“Multicord, well known synthetic yarn, is a good fabric for 
living rooms...comes in 20 plain colors...has tightly 
woven, corded surface ...also available in hand print colors... 
each 50” wide...retails at about $1.75 a yard for solid colors 
and $3.95 for screen prints.” 


“Celaloom is an interesting home-spun 
type woven of synthetic spun Celanese 
Lanese...hangs in soft, full folds... 
50” width...20 colors...gives ‘light- 
control’ at windows...softens sound... 


priced under $2.50 a yard.” 


2. Remake That Bedroom 


Liberty editors advise in the same practical ~ 
ways as for the Living Room. Bedroom prod- 
ucts featured and priced are: Indian Head 
cotton drapes, Bates bedspreads, Celanese 
taffeta table skirts and Holland window shades. 


3. To Make Your Summer Easier 


Liberty editors point out to readers that 
the new electrical appliances keep them 
cool, cook their food and can their 
garden vegetables. Branded products with 
prices include Proctor electric roasters, 
Universal miniature ranges, General Electric and Westinghouse 
portable roasters for outdoors and indoors, G. E. oscillating fans 
and Westinghouse’s air-jet all purpose, all year round fan. 


4. Food Men Like 


Liberty women readers are advised and 
Liberty men readers have appetites 
whetted by such succulent information 
as “how to prepare roast beef broiled like —_ 
4 steak, how to serve inexpensive T 

desserts of all kinds in pie shells at a moment's notice, 
how to make that gem of all hot breads, ‘hot orange muffins’”’! 


5. A House Where Everything Works 


Yes, everything works because every “angle 
is played”. Invaluable information for Liberty 
readers planning home modernization or a 
new home. Advice on how to reflect sun- 
light into the house from a water pool. The 
advantages of saw-tooth windows for solar 
radiation. The newest shape for an efficient &itchen is triangular. 
Fun for all the family in an ssolated play room. How to add 
charm by the use of brick inside and out. 


Advertising Offices... New York, Chicago, 
Detroit, Los Angeles 


For the first time in a general magazine, readers get facts 
they need to assist them in their purchasing... 
including brand names and prices ! 


See the June issue. By all means see how the “editorial 
alertness” of Liberty’s Home Editors make it easy 
for Liberty’s 7,500,000 readers to buy America’s 
best known branded products. 


Mr. Advertiser, Here’s why you should 
get in on this good thing... Now! 


Liberty’s new Home Section is an extra 
plus to the regular features that during 
the last quarter of a century have attracted 
and held Liberty’s large, special group 
of readers among the Middle Millions! 


Liberty’s remarkable newsstand vitality 
is unmatched by any other general maga- 
zine! While many leading publications 
had newsstand losses during 1947 and 
the first quarter of 1948, Liberty gained 


Bee Ss ic” Mg . 49% 
tS Se” 
Collier's . . . . 68% 
SS ae 


418,563 in newsstand sales! Liberty's 
current total net paid circulation is 
1,670,595! (x) 


Even if you Buy All Seven, you only reach 
a fraction of Liberty’s 7,500,000 readers. 
Think of it! You can’t adequately cover 
Liberty's Middle Millions with a// 7 
of the general magazines combined! 
Liberty duplication (*) readers of 


other magazines are: 


American. . . . 5.6% 
Cosmopolitan . . 5.9% 
Redbook . . . 64% 


Take the easiest, the most economical, the on/y way to the 


minds and pockets of Liberty’s huge buyer group. 


Be Ad-wise and Advertise in Liberty! 


(*) Starch Reports Published in 1947 
(x) A. B.C. Publisher's Statements Dec. 31,1946 and 
1947 with Est. Wholesale Checkup for March, 1948 
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When you’re selling radios and razor blades, you want 
to reach the masses. A net is fine. And so is mass cir- 


culation. 


But when Top Management is your market, it’s waste- 
ful to fish for “volume”. Yes, and downright eapensive. 
You want selective circulation . . . men with power to 


place an order. 


That’s why FORBES appeals to adver- 
tisers who want to land BIG MEN... 
men like Thomas J. Watson... men who 


decide on what’s to be bought. 


FORBES REACHES THESE “TOP” MEN... 
YOUR PRIME MARKET! 


For more than 30 years, this magazine has talked 
directly to decision makers. It has been slanted pri- 
marily to the policy-level man. Today, with more than 
100,000 circulation, FORBES penetrates the core of 


the management field—the decision-makers of manage- 


ment. 


It has the most concentrated executive circulation you 
can buy in the general business field. 


WANT TO SEE SOME AMAZING FIGURES? 


If you sell to top management, your audience is small. 


Based on figures issued by the U. S. De- 
partment of Commerce, there were in 
1946 fewer than 20,000 board chairmen, 
presidents, executive vice presidents, 
treasurers, secretaries and directors of 
purchases in firms employing 500 persons 


or more. 


COST? It’s low... 
cisive audience. You can have 12 full pages in 
FORBES for only $10,260! And you can hit better 


than 100,000 customers important to you—the men who 


. the lowest for reaching this de- 


make the buying decisions — and be sure of reaching 
them! Here’s power to move the Mighty—at mighty 


low cost. 
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Cost of Monthly Advertising Schedule 
in The Executive Magazine Group 
(BLACK & WHITE PAGES) 


GUARANTEED ANNUAL 


CIRCULATION COST 
FORBES 100,000 $10,260 
Says Thomas J. Watson 
Business Week 175,000 | $19,435* ___ President 
International Business 
United States News 300,000 | $29,640* Cnpenetan 


“During the past 30 years you have 


developed a magazine which has stim- 
Fortune 235,000 $31,500 ulated and aided your readers, and 


particularly your subscribers in the 


business world. Through your maga- 


Newsweek 700,000 $33,280* zine and your writing, you have ex- 
erted a great influence on American 
business and American life. I always 

Time 1,500,000 $71,370* look forward to reading your publica- 


tion and profit by it.” 


*13 insertions 
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Magazine of Business 
POWER TO MOVE THE MIGHTY...AT MIGHTY LOW COST 
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Margarine and 

It is likely that the two groups 
most surprised by the speedy pas- 
sage of legislation by the House 
of Representatives to remove 
long-standing federal taxes on 
margarine were the butter and 
the margarine interests. 

Certainly the dairy interests 
took a beating on this legislation 
which has seldom been accorded 
to such a powerful farm group, 
and certainly the margarine peo- 
ple had no cause to believe that 
their victory in the House would 
be so decisive. 

The measure still has a couple 
of legislative hurdles to overcome 
in the Senate, and despite the 
hoopla, may never become law. 
But what happened in the House 
seems to us to have meaning for 
all merchandising men, no matter 
how far from butter and mar- 
garine their normal interests may 
lie. 


Behind all the claims and | 


counter-claims of both sides, and 
beyond the arguments which will 
be advanced about who did or did 
not do a good political or public 
relations job, one simple fact 
stands out: Butter is an item of 
daily use, and its cost has been 
hovering around 90 cents a pound. 

We have no particular interest 
in either margarine or butter. We 
believe that consumers should be 


Ad Criticism Grows Up 


Our favorite writer of adver- 
tising criticism is, as one might 
expect, The Creative Man whose 
“cramped corner,” as he described 
it last week, appears regularly in 
the pages of ADVERTISING AGE. But 
a close second is Bernice Fitzgib- 
bon, advertising and sales promo- 
tion manager of Gimbel’s New 
York store, who. occasionally 
makes a speech on copywriting, 
and whose speeches make fasci- 
nating reading—if she hasn’t hap- 
pened to pick your ads as current 
horrible examples. 

Using an unrecognized genius 
for makeup, AA’s editorial pro- 


duction man last week put The) 


Creative Man and a report of Miss 
Fitzgibbon’s talk to the Poor Rich- 
ard Club of Philadelphia on the 
same page, a touch which un- 
doubtedly pleased both. 

Miss Fitzgibbon, operating in 
her best gadfly manner, took cur- 
rent advertising, and especially 
agency-prepared national adver- 
tising, for a very bumpy ride. She 
deplored its preoccupation with 
sex, its failure to recognize “the 


al 


Merchandising 


adequately protected against sub- 
stitution, but we do not believe, 
in principle, in the idea that one 
commodity should be permitted to 
protect itself in the marketplace 
through punitive taxes on a com- 
petitive or substitute commodity. 

In the spread-for-bread field, it’s 
a tax; in the building field, it’s 
likely to be a restrictive building 
code; in other fields, it’s some 
other device designed to prevent 
free and open competition between 
theoretically competitive products. 
But no matter what the field, nor 
what the device, it somehow adds 
up to a club held over someone’s 
head to prevent competitive enter- 
prise from functioning. 

Under certain conditions, and 
sometimes for very long periods 
of time, the public will endure 
these things. But under other 
conditions they won’t. Under con- 
ditions of 90-cent butter the pub- 


doing this Psyche act.” 


| 
| “I.can't help it, J.B. Ever since we got the White Rock account, she's been 


| Hazard 

Friend of ours went to the 
| Ringling-Barnum & Bailey circus 
= Madison Square Garden, and 
was as shaken as anybody by the 
| final act, in which the Alanzas 
cavort on the high wire, sans net, 
_ high over the center ring. It is 
| one of the few acts in a circus the 
|} audience is glad to see end, be- 
| cause the startled spectator slips, 
| slides and sways with the man on 
| the bicycle on the line high above. 
| This friend of ours ran into an 
account executive he knows on 
the way out, and they camped in 
a sleazy 8th Avenue bar to wait 
for the crowd to disperse. The 
account exec looked gloomily into 
‘his rye, and finally’ said to our 
friend, “You remember that high 
wire act?” 

Our friend said he did. 
| “Listen,” said the account exec 
glumly, “what I do is just like 
that, only with the Old Man shak- 
ing one end of the wire and the 


lic doesn’t like having margarine | client sawing away at the other.” 
‘taxed punitively. And under pres- | : 
ent building conditions it doesn’t | 1 wo Specials 
like having to use or not use cer-| What do you do when two news- | 
tain materials or methods in|P@Pers, Published by the same) 
which it may be interested. ae oe the —, = snd 
y ‘selling advertising in combination, 
The real way to make sure that | get out a special edition? Well, if| 
your product continues to outsell | the newspapers are the Star and 
competitive products is to depend | Evening Press of Muncie, Ind.,| 
on the old-fashioned virtues of a|owned by E. C. Pulliam, who also | 
superior product, decently priced owns several other Indiana news- | 
‘and aggressively merchandised. | Papers and radio stations, you pro-| 
‘duce a 96-page “progress edition” | 
‘of each paper, carrying the same | 
advertising, but with entirely | 
{tenor of the times,” and its “glit- separate and distinct editorial 


‘tering foolishness.” She insisted | Content. Bg 5:2 

that “tactual, down-to-earth de-|,2US twice, as much, <ditora 
a, er ree many | of these issues, published April 
comndertabios -” phony dream) 13 and April 14, it makes both of | 
p wored stuff,” and that “now would | exceptional interest to Muncie! 


‘line, 
|hangings . . 


| be an excellent time for advertis- | 
‘ing to stop blowing its box-top.” 
There are plenty of serious ad- 
|vertising men and women who 
| will disagree, most heartily, with 
Miss Fitzgibbon’s thesis that there 
|is too much phony romance, too 
little connection with real life 
situations, in the ads. There are 
many who will insist that all the 
\factual copy in the world won’t 


dust will. 

many points in their favor. 
Whether one agrees with Miss 

Fitzgibbon or not, it is refreshing 


to hear or read her arguments. | 


And it’s healthy, too, because it 
demonstrates that advertising has 
moved a long way out of the 
sacred cow stage. Thought-pro- 
| voking, lively criticism never hurt 
anything inherently worth while. 
_We could use more of it. 


sell like the dream-stuff and star- | 
And both sides have 


| residents. 


Quote 
This is almost the complete text | 
of an advertisement by Ziff-Davis 
appearing in the Saturday Review 
of Literature: 
“Ziff-Davis Publishing Company 
proudly announces 
the literary debut of 
a distinguished new author 
MR. LEO DUROCHER 
with the publication of 
THE DODGERS AND ME | 
A significant addition 
to Americana .. .” 


Two Cents’ Worth 

You might enjoy a new piece) 
of promotion published by Prac- | 
tical Home Economics called “What | 
will two cents do?” The magazine 
has pasted two new-minted pen-| 
nies to the cover to get the idea | 
across, and from there it explains | 


that two cents will (1) take an 
_advertiser’s story into a school to} 


| facturers, 


a teacher of home economics; (2) 
the teacher will tell it to 100 pu- 
pils; (3) who represent 100 fami- 
lies with 400 members, and (4) 
more than half of these young 
women (pupils) marry before they 
are 21. 


Now. Hear This! 


A friend of ours is more than 
a little amused by the notes one 
agency puts on liquor copy it sends 
to newspapers. These read: 

“1. Sports page preferred. 

“2. Copy must be kept away 
from other liquor advertising. 

“3. Copy must be kept away 
from local cut-rate liquor adver- 
tising. ; : 

“4. Copy must be kept away 
from headache or stomach-distress 
advertising. 

“5. Copy must also be kept 
away from news items on Drunken 
Driving, Death Notices, Church 


Items, Anti-Liquor Articles, etc.” | 


Hey, Shamus 

When we first saw the head- 
“415,800 Beatings . .. 22 
. what a yarn!,” we 
thought it was an ad for a detec- 
tive story or another movie with 
a monosyllabic blonde. Oddly, it’s 
for Twitchell Paper Products, for 
its Textilene yarns. 


Jottings 
On Feb. 26, 1948, an AA reader 


wrote to Science & Mechanics to 
get a booklet, “14 Ways to Key a 
Mail Order Advertisement,” whic 


was described in AA July 30, 
1945. .. 

And the Comstock Publishing 
Company, Ithaca, N. Y., is offer- 
ing four 10-inch records for $6.50, 
called “Voices of the Night’”—the 


calls of 26 frogs and toads found 


|in eastern North America. . 


The Bilt-Rite Baby Carriage 
Sweepstakes Race will take place 
at Palisades Amusement Park in 
New Jersey early in May. This is 
in the nature of a warning... 

The Guild of Better Shoe Manu- 
New York, announced 


secured without charge from com 
panies sponsoring them or throu gh 
ADVERTISING AGE, by any natio a! 
advertiser or advertising age ic) 
executive writing on his busi es 
letterhead. Address ADVERTIS (nN; 
Ace, 100 E. Ohio St., Chicago || 


No. 3062. Budget Summary. 

Grey Advertising Agency: 
radio and television department 
has prepared a budget surve; 
showing time costs for one-minute 
announcements on television sta- 
| tions now in operation as wel! a; 
|on stations expected to begin op. 
eration during 1948. 


No. 3063. Dakota Farm Informa. 
tion. 

| Estimated Dakota livestock in. 

ventory and estimated crop pro- 

‘duction, Jan. 1, 1948, are tabu- 

‘lated in detail in this file folder 

|issued by the Dakota Farmer. 


No. 3064. The Joshua B. Power; 
Organization. 

To clarify the scope of its op- 
eration, Joshua B. Powers, Inc. 
international publishers’ repre- 
‘sentative, has issued this folder 
explaining its services and listing 
its staff members and the foreig: 
publications represented. 


No. 3065. Leisure Time Activitie: 
of Collier’s Adult Readers. 


The expanding market for 
| products used in leisure-time ac- 
tivities is pointed out in this stud) 
‘issued by Collier’s. Sports, gar- 
dening, photography, music and 
‘many other interests and hobbies 
‘of the publication’s readers are 
‘shown, with details about owner- 
‘ship of and preference for certain 
|makes of equipment. 


No. 3066. Pictures Tell the Story 

Hartwig Display Service has is- 
sued this booklet “to promote 4 
‘better understanding and ap 
preciation of the processes in- 
volved in the creation and produc- 
‘tion of a modern trade show ex- 
hibit,” handled with a_ picture 
\sequence from the initial confer- 
‘ence through the various produc- 
‘tion steps. 


No. 3067. Lettering, Inc., Styles 


The Lettering, Inc., process, 4 
method of photographically plac- 
ing letters on individual film strips 
ifor assembly into words and 
‘headings is described in this bro- 
chure containing 60 pages of lette! 
styles, examples of headings, dec- 
orations and combinations. 


| No. 3020. The Story of the Frozen 
Foods Industry. 


The frozen foods market | 
covered in this’ brochure, issued 
by Quick Frozen Foods, with facts 
about the people in the industry— 
who they are, what they do and 
what they buy. An advertising 
study and circulation breakdow? 
of the publication are inclu ied 
‘with detailed information a 0U 
| tates. 


} 


price cuts of 25 cents to $1 whole-| 


ae. « 

Faberge perfume has a new 
flacon which lets you put Aphro- 
disia “exactly where and as much 
as you want.” .. 

Add premiums: Gengras Motors 


'in Hartford gave a new Ford auto 


radio to the first 10 customers 


|who bought a new Ford motor for 


$249.50. . . 

Chernow Company recently sent 
out cellophane - wrapped wash 
cloths as samples of Royal Robes’ 
new material. . . 

Colonial Airlines on April 18 
passed its 18th year without a 
fatality or serious injury to crew 
or passengers... 


No. 3025. The Liquor Stor " 
New Orleans. 

The New Orleans Item ha: }5 
sued this folder, which shows ¢ 
'types of stores (and how m: ‘y 
‘that sell liquor, where they _ 4° 
itheir advertising and how pn ut 
‘they pay for it. 


|'No. 3053. Coffee, Flour and 'r¢ 
pared Baking Mixes Sur ’¢! 
| Brands used and preferrec 
\Iowa farm families are tabu ted 
|in this survey by Wallaces’ Fa’ 
& Iowa Homestead. The date 
‘clude answers to questions ” 
amounts used, frequency of 
chase and packaging preferen ©. 


The following documents may bd 
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You need today’s facts 


prays 


and figures on Philadelphia — 
America’s 3rd market! 


1947 Figures show Men’s Stores 
prefer the Inquirer in Philadelphia 


INQUIRER 


709,826 
LINES 


DAILY AND SUNDAY 


2ND PAPER 


319,637 
LINES 


DAILY AND SUNDAY 


wes thé 


". W. LORD, Empire State Building, N.Y.C. 
Longacre 5-5232 


yns 


ne. 


Hit your sales target with the right 


ammunition. Today that means 


THE INQUIRER in Philadelphia. Out front 
in linage—outstanding in productivity! 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP 


GEORGE S. DIX, Penobscot Building, Detroit 
Cadillac 6005 


IN PHILADELPHIA 


he Philadelphia Mnguirver 


Exclusive Advertising Representatives 


ROBERT R. BECK, 20 North Wacker Drive, Chicago 
Andover 6270 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-79.46 
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Quitdoor Life 


READER 


* 


' IS AN 
EAGER BEAV 


Total Newsstand Circulation ue parce es 
entage wsstand on 
3 Leading Outdoor Magazines 9 tending @xtdocr Manentens 


Ovtdeorlife Magazine B Magazine C Ovutdeorlife Magazine C Magazine 8 
311,395 293,409 261,829 s1% 43% 39% 


Based On ABC Statements, December 31, 1947 
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TOTAL NET PAID 
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gets thorough reading by an audience of men who are intensely enthusiastic about their chosen sports. They are deliberately 
looking for new information and new equipment, both in editorial and advertising matter. For example, surveys show that, 
for each man who “notes” an advertisement, the cost is less than half as much in Outdoor Life as in either of two leading 


weeklies. That is one reason why your advertising in Outdoor Life delivers such outstanding results. 
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Oneida’s Annual Report | 
“ Given Over PA System 


1.1 f For more Durable and Brilliant Employes of Oneida Ltd., 
Oneida, N. Y., don’t have to wade 


sci through that small dark print in 
Uys Outdoor Advertising... through that ‘small dark print in 
booklet any more. This year,|) WasHiIncton—Department store 


M. E. Robertson, Oneida’s general | sales for the week ended April 24 
manager, reported the company S| were up 11% over dollar volume 


@ Outdoor Adver 
tising Bulletin ® 
Colors l busi th bli 
@ Roname! peed anne” ere hee sales for the corresponding 

Speed Finish Mr. Robertson pointed out to| week of 1947, according to reports 
o Gloss Exterior (olors Oneida employes that “in 1947 we| of the Federal Reserve Board. 


largely increased the advertising Total sales were almost un- 
@ Fiat Screen 


and selling programs on our trade- changed from the preceding week 


Rodes Jo Howard |The sharp percentage boost came 


. 420 Lexington Avenue Nevin J. Rodes has resigned as | : 
g 7. i ja RONAN CO., INC. New York 17, New York assistant chief of public ~ carton ——— og pater: pod 
of the Ohio Bureau of Unemploy- | 5"? S 7 increase in dollar 


' ment Compensation to join R. B.| Volume from year to year. 
@ Master Color Grinders to the Advertising Arts for more than half a century Howard & Associates. Columbus Smallest gain was registered by | 


%. public relations consultant. 


In Prosperous SEATTLE 
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’ == The Seattle Times ae 


Tue ONE RIGHT LURE, in the hands of a skilled 
angler, “does the business”. In Seattle the ONE right 
advertising medium also “does the business”. It’s the 
SEATTLE TIMES. The TIMES goes into 3 out of 4 
homes in Seattle’s rich Retail Trading Zone... with 


nearly 750,000 population! Skilled advertising men 
know from experience the power, the prestige, the 
results The SEATTLE TIMES delivers. You can't 
Circulation exceeds sell Seattle without The TIMES... you will sell Seattle 

200,000 Daily + 230,000 Sunday with The TIMES alone! 


7c SEATTLE TIME 


Represented by Q'MARA & ORMSBEE, INC., New York - Detroit - Chicago Los Angeles San Francisco 


Process Colors RONAMEL for lasting backgrounds. marked merchandise. Drop your ,, . 
Pictorial Oo RON-KOTE Bulletin Colors for com cut lettering advertising and merchandising b.3 ge ong — dyes a: 
@ Pictori i ted its meteoric sales 
Col ; expenditures, and you soon lose | district repea 
orors Write today for color cards and results your market.” | gain for the second successive | 
@ Superline of comparative exposure tests. Yt aS TO | week, with a 27% increase over 
Japan Colors the corresponding week last year. 
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pPreliminary. 


| 


|] Week to Apr. 19, ’47". 
| | Year of 1947....... 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Apr. 24, ’48* . p294 
Week to Apr. 17, ’48*.p293 
Week to Apr. 10, ‘48*. 


.298 
| || Week to Apr. 26, ’47*. 


- 265 
271 


*Not adjusted seasonally, 


E RRS RR en en ane aan Se, one a 


7% rise. None of the districts re- 
ported losses over the preceding 


the first district (Boston) with a year, although Akron, Indian- 


apolis and Baltimore showed 
‘losses of 5%, 4% and 1% respec- 


| tively. 

Mo. 
Federal Reserve of 
district and city Mar. 
UNITED STATES... pill 
Boston District.... p3 

| New Haven ...... 3 

_ Rae 3 

Springfield ...... 5 
| Providence ...... ) 
New York District 6 
|, ae > 
RS PA 17 

|) SS, See 4 

| Rochester ....... 16 

Syracuse ........ 3 

| Philadelphia Diat.... 31 

Philadelphia ..... 14 

| Cleveland District... 12 

Ys. <ine sé 6a 17 

| Cineoinnati ....... 14 

Cleveland ........ 12 

| CEL. 6 oc beens 11 

| WEEE Ae decsdwne 8 

Pittsburgh ....... 9 

Richmond District... 10 

Washington ..... 3 

| Baltimore........ 3 

| Atlanta District.... 16 

| Birmingham ..... p22 

| Miami .........+- 14 

i, Ne i oy ah. bce 13 

| New Orleans .... 22 

Nashville ........ 16 

Chicago District... 9 

/ =a 5 

| Indianapolis ..... 9 

=: eee 9 

Milwaukee ...... 10 
St. Louis District... 13 
ESttie FROCK 2c sone 19 
er 1% 
BE, BOUIS ccvececcs 9 


Memphis.........- 11 
| Minneapolis Distriet p6 
Minneapolis .... 6 
ey EE bs vodevss 5 
* Duluth-Superior.. 19 
Kansas City Dist.....p" 


eee ee ee 4 
pre 14 
Hanmeas CY ....+. 13 
st. Joseph -....... —3 
Oklahoma City .. 3 
RE ee 21 
Dallas District .... 15 
BEE scceesesins 15 
Fort Worth ...... 20 
BOOUIEON «cc cccace 32 
San Antonio ..... 10 


San Franciseo Dist... p! 
Los Angeles area. 2 


GORGE 6.6 c0ses p13 

San Francisco ... 2 
| |) pil 
| Salt Lake City ... p7 
| BOGEEIO nc vcesuses 5 
| r—Revised. 


p—Preliminary. 
*Data not available. 


Mexico. 


in Los Angeles. 


Dairy Belle Farms, 


Conde Nast Names 
Blanchard-Nichols 


Conde Nast Publications, New 
York, has appointed Blanchar - 
Nichols, Inc., Los Angeles, as 
advertising representative 
Glamour, House & Garden, Vog '¢ 
and Vogue Pattern Book in sout }- 
ern California, Arizona and N: 


Gets Dairy Account 
San Fre )- 


The Los Angeles advertising : 
fice of Conde Nast is being disco '- 
tinued. Editorial offices for 
the magazines and the Conde N’ ; 
studio will continue to funct) " 


Yr.-to-Yr. % Gain 


Week End, 
Apr. Apr. 
17 | 
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|cisco and San Mateo, Cal., has @)?- 
‘pointed Frank Wright Natio: al 
Company, San Francisco, to han '€ 
_its advertising and sales prom >- 
tion. Spot radio, newspapers a 

grecery trade publications are be- 


ing used. 
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men readers do not regularly read 
any of the three leading 
weekly magazines. 
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Nearly two thirds (64%) of Country Gentleman’s 
women readers do not regularly read | 


any of the four leading monthly 
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turn to Country Gentleman 


for Better Farming, 
Better Living 
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Francis Reports 
GF Sales Reach 


| 


_profit for 1947 turned out to be Joins ‘Mademoiselle’ 


| Sara Welles, free-lance writer, | 


4.5%, the lowest in our history. 


To Liggett & Myers 


Larry Bruff, formerly in charge 


'of radio and television advertising 


$500,000,000 Rate 


New YorkK—With net sales in 
the first quarter of 1948 totaling 
$120,027,500, as compared with 
$96,613,863 in the same period of 
1947, General Foods Corporation’s 
volume may approach the $500,- 
000,000 mark for the full year, 
Clarence Francis, chairman of the 
board, indicated at the annual 
stockholders’ meeting. 

Net earnings for the quarter, 
after taxes, were $8,155,176, as 
against $6,446,075 for the first 
quarter of 1947. 

Mr. Francis reported that the 
company continues to expand its 
advertising program. “Our pri- 
mary responsibility, of course,” he 
said, “is to build broader accep- 
tance of the products we have al- 
ready developed.” But “for fu- 
ture growth we see our course in 
terms of new products developed 
by the company’s own resources 
and brought to market by its own 
facilities.” 


Cites GF Developments 


Among these are Instant Sanka, 
Instant Maxwell House, Minute 
Rice, Jell-O Tapioca puddings— 
vanilla, chocolate and orange- 
coconut—and Jell-O rice pud- 
dings, Swans Down, corn muffin, 
bran muffin and gingerbread 
mixes, and a new Igleheart cake 
mix, “which is about ready for 
introduction.” 

He told of the opening of a new 
transit warehouse in Toledo—ex- 
pected to be the first of a group 
of warehouses—“to give faster 
and more efficient service to our 
customers.” 

He predicted that 1948 “prob- 
ably will be a year of continued | 
business activity . . . the over-all | 
trend of prices will be mixed, I 
believe, with a slight downward 
tendency.” 

Lest the stockholders “rejoice 
too freely,’ Mr. Francis urged 
them to remember: 

“1. First quarter sales ast) 
year were below expectations; | 
hence the comparison is not as| 
favorable as it seems. 

“2. Our net profit, per dollar 
of sales, in the 1948 first quarter 
was 6.8%. It was 6.7% in the first | 
quarter of 1947. Yet our average | 


SLIDEFILMS 


MOTION PICTURES 


BOWMAN FILMS 
INCORPORATED 


| for Chesterfield cigarets at Newell- 
‘Emmett Company, New York, has 


joined the advertising department 
of Liggett & Myers Tobacco Com- 
pany, New York, where he will 
be assigned to radio and televi- 
sion. He had been with the 
agency since 1939. 


NY Drive for Pomatex 


Montru for Beauty, New York, 
‘has joined the promotion depart- is launching a campaign for Poma- 
ment of Mademoiselle and Made-|tex hair preparation in five New 
| moiselle’s Living, New York. |/York City newspapers, participa- 
|tions on the WOR, New York, 
“Dorothy and Dick” program and 
| subway car cards. The agency is 
Moore & Hamm, New York. 


‘Lewis Agency Named 
Lewis Advertising Agency, 
Newark, N. J., has been appointed 
to handle an advertising campaign | . . 
for Standard Arcturus Corpora- | Starts Etiquet Drive 
tion’s new antennaless television! Lehn & Fink Products Corpora- 
set, which is scheduled to go into tion, New York, has launched a 
production soon. magazine drive for Etiquet de- 


Advertising Age, May 10, 14 


odorant cream. The campai)y 
'which broke with a full-page 
in Life, will include some |) 
magazines and will continue 
throughout the year. McCann. 
| Erickson, New York, is the agency 


WPTZ Appoints Jawer 
Robert Jawer, who formerly op- 
erated Jawer Television Produc. 
| tions, Philadelphia program pack. 
‘aging organization, has been ap. 
pointed sales representative o/ 
Philco television station WP"77Z 
Philadelphia. . 


cG 


EVERY McGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUALIFYING FOR MEMBERSHIP IN, AUDIT BUREAU OF CIRCULATION 
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Survey Finds New 


lists Califoraia 


second with 18,-| to 361, or 27% of the state. Of a) Ohio’s liquor sales. The most pop-|Seagram Distilling Corporation, 


1pai;n 288,407 gallons, followed by Illi- total’ of 1,360 tewnships, 466 or| ular type was spirit blends, which |Schenley Distributors, Hiram 
age ad . nois, 13,472,010 gallons; Pennsyl- 34% prohibit liquor sales by the! accounted for 78.4% of the total. Walker & Sons, Three Feathers 
in i. York Consumption vania, 10,779,184 gallons; and_/ glass. Trailing these were gin, 6.8%; cor-| Distributors, Frankfort Distillers 
: . : . Ohio, 8,424,018 gallons. dials and liqueurs, 1.1%; rum 1%, | Corporation and Calvert Distillers : 
— of Liquor Highest Ohio, while rising from sixth to Cleveland Leads and brandy, 0.7%. | Corporation, in that order. t 
r CLEVELAND—New York led the! fifth nationally, -howed an annual ~-Cleveland (Cuyahoga County) The leading brand preference | conttrinanenninteril 

r nption in liquor consumption in| drop of about 4% from 8,878,297|led the state with sales of $40,-|was Seagram 7 Crown with 917,- . 
| 647, with a total of more than | gallons in 1946. Ohio liquor sales 201,853, or 29.2% of the total, sur-| 356 gallons, or 10.7% of the total. Haring Sees Threat 
Toda. MM 22,700,000 gallons. decreased from $139,326,958 to passing the next four big-city|Other leaders were Schenley Re-|in Ad Restriction Bill 
pack. This is among the findings of $137,528,157, and per capita ex- markets combined. The eight big-| serve, 654,602; P.M. Deluxe, 618,-| 1p a letter sent to metropolitan 
en ap. ibe 13th “Annual Analysis of Ohio penditure from $20.40 to $20.14. | city counties claimed 69.1% of the| 709, and Imperial, 564,798. Fore-| newspaper editors recently, Frank 
ve off L.quor Sales,” just published by, In the same year, the number total. /most vendors were the National) Haring, editor of Liquor Store & 
WP ZI «ce Clevcland Press. The analysis cf dry townships rose from 337 Whisky represented 89.7% of Distillers Products Corporation, | Dispenser, charged that the Reed- 

| Johnson bills, if passed, not only 
ieee /'would kill liquor advertising, but 


It costs money to see a Broadway show. And when 
there’s a daily line at the box office, you can be 
pretty sure the play is a hit. - 

It costs money to read McGraw-Hill magazines, 
too. Subscribers pay to see what's on the inside — 
and they pay regularly, in good hard cash. 

How big is this line at the McGraw-Hill “box 
office”? Plenty! And it’s never static because men 
in industry are always on the move. Right now 
it’s well over a million. 

Question: “Are paid circulations a guarantee of 
100% reader interest?” Of course not. But paid 
circulations to a Business Magazine can ONLY be 
built — and maintained — on people who WANT 
the service. Their willingness to pay establishes 


4 
i. high, consistent readership. Non-readers automat- 
ically eliminate themselves by non-renewal. 


Paid circulations are also a compelling force in 


would set a precedent for similar 
|restrictions on advertising of to- 
‘bacco and other products. 

Mr. Haring charged that the 
|bills are suspect “on the grounds 
'of violating free speech .. . and 
there is something unwholesome 
about this backdoor attempt to 
| bring back prohibition.” He asked 
ithe editors to counter the pres- 
|sure of the “Dry lobby in Wash- 
|ington,” with letters and editorials 
protesting the “cleverly worded 
. cunning attempt” of the Drys 
‘to stage a comeback. 


maintaining top-notch editorial content. Execu- 


tives — management men — designers — techni- 
cians — engineers — across the field of industry, 
look to a Business Magazine for just one thing. 
They tune out fast on an editor who doesn’t give 
them what they want. 


AND 


Flops, 


McGraw-Hill editors are specialists in-meeting 
their needs. That’s why the key men in most of 
America’s major industries read McGraw-Hill 
magazines regularly for news, new developments, 
ideas, methods, processes, products, and services 
that will help them do a better job. 


And they pay for the privilege of reading them! | 


Call it “box-office” appeal. Call it reader interest | 
—reader value — anything you choose. What it 
adds up to is an alert, receptive audience for your 


advertising messages. 


These useful Kits — con- 


wae Keeping business paper circulations at maximum efficiency is an endless task. 
As these figures from McGraw-Hill circulation records show: 


Each Year—out of every 1000 McGraw-Hill subscribers 


—371 ... will remain in their same job—same title—same address—same company. 

— 57... will change their title (promotion, etc.) in the same company. 

—184... will change their address still holding the same type of job in the same company. 
—388 ... new faces will appear to replace deaths, retirements and shifts to other companies. 


There is ALWAYS a new crop of buyers. Making sure you 
reach them is the continuing job of McGraw-Hill Circulation. 


| taining convenient tools 
for making repairs around 
the home, office, farm and 

automobile as well as 
model building and hobby s 
crafting—are constant re- ‘4 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 


ASK YOUR McGRAW- 
HILL MAN to show you 
how thoroughly his 
publication reaches the 
buying influences you 
want to cultivate. 


y JPUBLICATIONS 


3-2 West 42nd Street-—New York 18, New York 


always available. Tools are 
of high-grade alloy steel 
..» handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark .. . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


a 


Over 45 Years in Business 


BSTANDARD PRESSED STEEL CO. 


JENKINTOWN, PA. Box ELD 
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Adds Overseas Section 


Post Exchange & Ships Service, 
New York, published by Post Ex- 
change Publishing Corporation, 
has distributed its eighth anniver- 
sary issue and has begun a new 
monthly feature, the Overseas 
section. 


‘Silver Promotes Reynolds Appoints Franden 


| James S. Reynolds, assistant Robert T. Franden, formerly 
sales manager of the Royal Brand with James A. Coveney Company, 
Cutlery Company, New York, a publishers’ representative, has 
division of the National Silver been appointed district manager 
|\Company, has been appointed|of the midwest advertising staff 
merchandise manager of the cut- of Architectural Record, with 
jlery company. headquarters in Chicago. 


location. 


Atlantic City, N. J. 


MILLIONS OF CONSUMERS 


VISIT THE WORLD-FAMOUS 
ATLANTIC CITY BOARDWALK 
EVERY YEAR. 


Cover this gigantic market by dis- © 
playing your advertising message on 
this dominant 34 mile, 


WRITE TODAY FOR DETAILS 


The B.C Maxwell Co. Atantic City NJ, 


head-on 


77 


Sherman Elected 
a Colgate Director 


Stuart Sherman, a general part- 
ner in Sherman & Marquette, Chi- 
cago agency, has been elected a 
member of the 
executive com- 
mittee and a di- 
rector of Colgate- 
Palmolive - Peet 
Company, Jersey 
City. 

Mr. Sherman 
has been asso- 
ciated with Col- 
gate - Palmolive- 
Peet for most of 
| the past 18 years 
—from 1930 to 
1934 as a sales- 
man, district manager and divi- 
sional manager, and from 1937 to 
1947 as president of Sherman & 
Marquette, one of the company’s 
agencies. 


Stuart Sherman 


‘Insulation’ Changes 
Effective with the May issue, 


| Insulation, New York, has changed 
| its title to Roofing, Siding & In- 


Florida Citrus 
Growers Seeking 
Jobbers’ Data 


| Tampa—Improvement of Flor- 
ida citrus advertising through 
| consolidation of all consumer re- 
isearch data with data derived 
| from middleman groups is being 
urged by many Florida citrus 
| growers. 

A special committee of shippers 
jand growers has been named ‘to 
|confer with officials of the Florida 
Citrus Commission on plans 
Howard Phillips of Orlando, chair- 
man of the growers’ advisory com- 
|mittee and of the committee of 
| growers and shippers, has charged 
that “a large part of the citrus 
commission’s advertising dollar js 
being wasted.” 

Mr. Phillips says that the com- 
mission relies too much on con- 
sumer research and that determi- 
nation of what grocers, jobbers, 
buyers and others besides con- 


sulation. 


@ Lays the Indianapolis Metropoli- 
tan Market open for your guid- 
ance 


@ Reveals Buying Habits * Brand 
Preferences * Dealer Distribu- 
tion * Ownership 


@ 5,000 Housewives gave the 
answers 


@ One of the Ten-Market-Compari- 
son Group—a Milwaukee Jour- 
nal type study 


@ Free of charge to executives of 
manufacturing and distributing 
firms and agencies—it's another 
service of THE STAR 


Write The Kelly-Smith Company, National 
Representatives, or the Advertising 
Department, The Star 


puesanel 7 


cyavanae 


onsumer Analysis 


Let THE STAR provide the solution to your distribution, sales or 
advertising problem in the rich Indianapolis Market. Write for 
this authoritative and thorough consumer analysis. 

® FOOD PRODUCTS—Including baby foods, baking mixes, breakfast 
foods, coffee, crackers, fruit cocktail, frozen foods, ice cream, canned 


juices, margarine, canned milk, peanut butter, potato chips, vienna 
sausages, wieners and frankfurters, dog foods and many others. 


®.SOAP AND CLEANSERS—Including pot and pan cleaners, scouring 
cleansers, wallpaper cleaners, all types of soaps, and others. 


@® TOILETRIES and COSMETICS—Including lipstick, deodorants (men 
and women), hair tonic (men and women), shampoos, permanent wave 
kits, shaving cream, razors (safety and electric), and razor blades. 


® BEVERAGES—Including whiskey, wine, beer, and bottled soft drinks. 


® APPLIANCES—Including radios, ranges, refrigerators, roasters, wash- 
ing machines, water heaters and food freezers. 


®@ AUTOMOTIVE—Including automobile ownership, gasoline, motor oil, 
repairs, spark plugs, tires and anti-freeze. 


® GENERAL—Including paper products, cloth products, tobaccos, and 
foundation garments. 


THE INDIANAPOLIS STAR 


FIRST IN INDIANA SINCE 1936 IN TOTAL ADVERTISING LINAGE 


sumers think would be beneficial 

Meantime, the Florida Citrus 
Commission is holding hearings 
throughout growing areas to 
‘evolve an almost entirely new set 
‘of grading standards. 


Want Standards Changed 


| It is no secret that much “poor 
tasting” fruit has been shipped in 
/recent years. John B. Rust, com- 
|mission chairman, has admitted 
‘that a number of buying organ- 
‘izations are dissatisfied with pres- 
ent combination grades and have 
notified many shippers they will 
|/not purchase this grade after this 
season. 

The proposed new standard will 
affect oranges principally. The 
proposed regulation calls for high 
|internal standards as well as set 
/rules on size and appearance. The 
proposal, long a subject of vigor- 
ous debate in Florida citrus grow- 
ing and shipping circles, is aimed 
to hold back early season fruit, 
which has taken most of the re- 
cent criticism. 

The new standard provides that 
‘oranges be tested individually in- 
stead of mixing the juice of 10 to 
arrive at an average taste. 
| Present Florida grading stand- 
‘ards are based almost entirely on 
|appearance. The only “taste test” 
‘is a maturity inspection made at 
packing houses and canning plants 
| as required by lax state laws. Op- 
| ponents of the new grading move 
|eontend that the new standards 
would delay shipments and result 
in congested markets late in the 
season. 

Mr. Rust says that a resolution 
probably will be drafted to the 
United States Department of Agri- 
culture asking that changes be in- 
corporated in federal standards. 


Best Woman Ad Worker 
Will Get Proetz Award 


First and second prizes of $200 
and $100, respectively, will be 
awarded for the “most outstand- 
ing advertising work” created }y 
a woman in the year ended la:' 
April at the fourth annual Erma 
Proetz Award luncheon June 1 «t 
the Hotel Statler, St. Louis. E - 
tries from 18 states include can - 
paigns in copy, art, radio, dire’! 
mail, research and public re! :- 
tions. 

The luncheon, sponsored by t 
Women’s Advertising Club of ©". 
Louis, will include an address °° 
merchandising for  tomorrov s 
market by Mrs. Edith Brazw: | 
Evans, national coordinating ec - 
tor of Mademoiselle and Mad - 
moiselle’s Living. 


Thornburg Heads WIBB 


‘Oliver Thornburg has resign: 
as chief announcer of Stati 
WGNC, Gastonia, N. C., to becon ° 


‘Hotel Dempsey. 


president and general manager 


|Station WIBB, Macon, Ga., 


NBC affiliate. Construction of t! ° 
new station, a 1,000 watter, w 
begin soon. Studios will be in ti ° 
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The Oregonian goes with the 


ae 
Ep. cad 


When the informed advertiser plans ‘a selling job 
to score a homer in the $2 billion Oregon Market 
(major league for anyone’s advertising money!), 
he naturally thinks first of its first newspaper, 
THE OREGONIAN. 

First in circulation (nearly double that of 

10 years ago) ... first in influence (unquestioned 
leader for almost 100 years) ... first in advertising 
results ... The Oregonian has plenty on the ball 
season after season. When YOU think of this 
growing market of 114 million people, 

think of its dynamic advertising medium, 

THE OREGONIAN. 


<e eee: | Grculation: Daily & Sunday 
~~) In Coverage: Family & Market 
| In Influence: Editorial & Advertising 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


All Oregon and 
Seven South- 

west Counties 
of Washington 


Oregonian 


PORTLAND, OREGON © 
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Kudner Transfers Brown (To Williams & Saylor 


Hugh Brown, in the control de- | Vikon Tile Corporation, Wash- 
partment of Kudner Agency, New| ington, N. J., has appointed Wil- 
York, has been transferred to the'liams & Saylor, New York, to! 
agency’s television department. handle its advertising. 


Vithorn FOR AD-SETTING 
Waithorn FOR ENGRAVING 
Vieithorn FOR PRINTING 


Qaithon Corporation 


400 North Rush Street ¢ CHICAGO 11 ® ILL. 
Telephone Whitehall 2300 


Local Companies — 
foCarryMinor 
League Broadcasts 


Brewers Head List 
of Advertisers 
Airing Baseball | 


New York—Baseball not only 
means big business for broadcast- 
ers in the major league cities, but 
the games of many minor leagues | 


HUDDLE—At the Street & Smith party, during the NAMP forum, the camere 

saw (left to right) Carl Williams, vice-president of Batten, Barton, Durstine & 

Osborn; Richard Winship, advertising manager of Hunter-Douglas; Ralph Whit. 

taker, assistant advertising director, Street & Smith, and Gerald Smith, executive 
vice-president, S&S. 


as well are broadcast under spon- | 


sorship. Schlitz Brewing Company, Mil- 
Local advertisers—with brew- | waukee. 
ers appearing frequently on the (All Omaha Cardinals home 


list—buy time for the great| games will also be sponsored over 
American sport in numerous cities; KOIL by Webber Motors under 
through the nation. a contract which provides that this 
Among the games being spon-|Dodge-Plymouth distributor will 
sored by brewing companies are: | Pay $42,000 to sponsor baseball, 
The San Francisco Baseball| professional hockey, golf, tennis, 
Club over KYA, by Rainier Brew-| midget auto, boat races, boxing 
ing ‘Company. /and all other sports broadcasts of 
The Louisville Baseball Club | the station, an ABC affiliate.) 
over WAVE, by Oertel Brewing | Broadcasts of this  season’s 
Company. |games of the Evansville Baseball 
The Indianapolis over|Club (Indiana) are being con- 


club 


-| WISH (at home and on the road) |Sidered by the Sterling Brewing 


|Company. A five-station FM net- 
work, originating in WMLL, 


by Sterling beer. 
Falstaff, Schlitz, Others Evansville, may be used. Other 
| stations in the hookup are in Tell 


All games of the Omaha Cardi- | ~. - 
nals will be carried over KBON, pony ee tana, a a 


Omaha, by the Falstaff Brewing | Houston Buffalo games will be 


Corporation of Omaha, and over icarried over KATL by the Gulf! 


KFMX, Council Bluffs, Ia., by the Brewing Company, Houston. 


Teens are people Ss N 
QF 6g 


| Out-of-town games of the Wil- 
mington Blue Rocks will be heard 


over WAMS and WAMS-FM, with. 


Keil Motors, through Nort Fowler, 
Inc., and the Diamond State 
Brewery, through Cohn-Miller, of 
‘Baltimore, as co-sponsors. The 
Wilmington stations also broad- 
/cast games of the Philadelphia A’s 


5 Ff |/and Phillies under the sponsorship 
hg lof Atlantic Refining Company and 


And mighty responsible people, too... 


That's what our magazine, The Amer- 
ican Girl, has found out about all us 
eager young readers. For instance, we 
help with the family meal planning 

.. we grocery shop with mother... 


conscious teens 


we shop alone as her deputy. 


In fact, 52.8% of us do part of the 


THE 
r 
MAGAZINE 
155 East 44th Street, New York 17, New Y 
* * * * 


Published by the Girl Scouts of the U. S$. A.—for all girls + Guaranteed 
Averoge Net Poid ABC circulation—450,000 + Now Delivering Over 


500,000 + Multiple Reodership over 1,700,000* 


*From a recent survey by Barnard & Co. 


family food shopping regularly . . . 
and 75.3% actually suggest the buy- 
ing of new brands of food.* 


Mr. Advertiser, just make us food- 


of your brand through the pages of 
The American Girl. Then you'll say 
we're important people, one of your 
most important markets. 


sil 


‘ork 


| Supplee Ice Cream. On nights 


when there is a conflict between 
|National League and _ Interstate 
| League games, the former will be 
/aired over the AM station, with 
'the latter beamed over its FM 
affiliate. 


Coke Firm Is Sponsor 


Miscellaneous concerns’ using 
| baseball broadcasts as a part of 
their summer advertising include: 

Louisiana Coca-Cola _ Bottling 
|Company and New Orleans Pub- 
‘lic Service, Inc., through William 
B. Wisdom, Inc., co-sponsor the 
|New Orleans Pelicans over WJBW. 
| Hansen’s Baking Company 
|(Butler Emmett Agency) and 
|Signal Oil Company (Barton A. 
Stebbins Agency) buy time for 
ithe Seattle Rainier Baseball Club 
over KING. 

Davidson Baking Company airs 
ithe diamond competition of the 
Lucky Beavers over KWJJ, Port- 
‘land. 

American Bread Company and 
| Milk For Health, Inc., pay the air 
bill for the Nashville club over 
WKDA. 

; : tis | Out-of-town games of the Mem- 
and sub-teens aware _phis club are sponsored by the Nat 


| ton Rosengarten Advertising) over 
| WHHM. 


Sponsored by Wings 
| Colonial Baking Company spon- 
sors games of the Little Rock 
team over KXLR on weekdays 
and KVLC on Sundays. 

Bromley Service Center of 
Trenton, N. J., will carry the 
games of the Trenton Giants over 
WBUD, Morrisville, Pa. This sta- 
tion also is on the list for the 
Philadelphia A’s and Phillies. 

Signal Oil Company and Wing 
cigarets share commercial time on 
the broadcasts of the Los Angeles 


club. 
Hardtner Lumber & Supply 
Company, Andress Motor Com- 


Buring Packing Company (Nor-| 


pany, and Associated Grocers of 
Louisiana, Whitfield-Phillips Fur- 
niture Company and Magnolia 
Packing Company are participat- 
ing in this year’s sponsorship of 
the Shreveport baseball nine over 
KENT. 

The games of the Birmingham 
Barons mean additional revenue 
for three Birmingham § stations. 
Over WAPI the bill will be paid 
by Hart-Greer Company, Zenith 
radio distributor, and Youngstown 
Kitchen cabinets. Long-Lewis 
and Admiral radios (WSGN-FM) 
and Sterling beer (WTNB) also 
\sponsor the baseball games. 

Hulman & Co. has bought half 
jthe games of the Terre Haute 
Phillies over WTHI; the rest will 
be shared by Gasaway Motors, RC 
Cola Bottling Company and other 
/companies to be added later. 

Cullen Lumber Company and 
Bell Clothing Company will share 
|the coverage of the Oklahoma 
| City Indians over KOCY 
Sealtest (Franklin Ice Cream 
‘and Chapman Dairy) will carry 
the Kansas City, Mo., team games 
over KCKN. 

In some cases several local mer- 
'chants cooperate in the sponsor- 
ship. Sale of the Savannah In- 
dians over WFRP and the Colum- 
‘bus, Ga., Cardinals over WSAC 
and WGBA-FM, Columbus, are 
handled in this fashion. WSAC 
sells baseball on a per game basis. 


FORD TO TELEVISE 
MILLERS GAMES 
MINNEAPOLIS—KSTP-TV, which 
went on the air April 27, has 
signed for exclusive rights to all 
home games of the Minneapolis 
Millers (American Association) 
|baseball team and has sold half 
the telecasts to Ford dealers, 
through J. Walter Thompson 
|Company. 
| It is understood that the Min- 
|neapolis Brewing Company, 
‘through Batten, Barton, Durstine 
& Osborn, had sought to share 
sponsorship of the games, but the 
Millers have banned beer or liquor 
sponsorship. 


FORD DEALERS SIGN 
CLEVELAND — Ford dealers have 
signed for sponsorship of the 
‘Cleveland Browns (All - America 
Conference) football games this 
fall over Station WGAR. The sta- 
\tion will feed the broadcasts to 
\Station WBNS, Columbus, for 
|\Ford dealers. J. Walter Thomp- 


|son Company is the agency. 
| 


| . 
‘ABC Agency Membership 
UP 32% to Record 179 
| The Audit Bureau of Circul \- 
‘tions has announced a record tot! 
|of 3,187 members, including 427 
advertisers and 179 agencies. A\!! 
ABC divisions have increased 
membership since 1938—adve- 
tisers 66% and agencies 32%. 
Since 1938 business papers ha’ 
increased 32% to 347 members a’ 4 
a further increase is expected b:- 
cause 36 business papers have r-- 
cently’ applied for membersh:p 
and are awaiting audit. In tis 
period magazines increased 22 « 
to 264 members and farm pu'- 
lications 21% to 68 member. 
Daily newspapers increased 14 
and daily and weekly newspape’s 
now total 1,899. 
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Moore to Work 
on 2 Networks 
for 3 Sponsors 


New YorK — Garry Mocre last 
week stepped into the role of 
master of ceremonies on ABC’s 
“Breakfast in Hollywood.” He 
fills the vacancy created by the. 
ceath of Tom Breneman. 

The 30-minute daily program is 
sponsored jointly by the Kellogg 
Company and Procter & Gamble. 
Company. 

Mr. Moore, quizmaster on Ever- 
sharp’s “Take It or Leave It” on 
NBC, is the only radio actor car- 


rying star biiling on shows on two 
different networks. 

However, there are other enter- 
tainers working for more than one 
sponsor. Noteworthy examples 
are Arthur Godfrey, who doubles 
as a daily Chesterfield attraction 
and a nighttime emcee for Lipton 
tea (CBS), and Henry Morgan, 
who sells Rayve Creme shampoo 
to the radio audience and Ad- 
miral products to televiewers 
(ABC). 


Joins Badger & Browning 
Christopher J. Raines, formerly 
with Rickard & Co., has been ap- 
pointed production manager of 
Badger & Browning, Boston. 


Consumers Aid Rates 


Advertisers sponsoring in-store 
broadcasts of Consumers Aijid, 
Inc., in the Jewel grocery chain 
in Chicago pay $1.25 per store 
weekly, rather than monthly, as 
erroneously reported by AA May 
3. The rate is lower on limited 
volume items, and higher on con- 
tracts of fewer than 52 weeks. 
Rates are commissionable to agen- 
cies. 


Joins Cramer-Krasselt 


Roy F. Cratty, formerly in 
charge of machine tool advertising 
at Greenlee Bros. & Co., has 
joined the industrial advertising 
division of Cramer-Krasselt Com- 
pany, Milwaukee. 


Lane Gets Two Accounts 


Lane Advertising Agency, which 
recently moved into larger offices 
at 299 Madison Ave., New York, 
has been appointed to handle the 
advertising of the National Laun- 
dry & Linen Supply Company and 
the Crib Diaper Service, Wash- 
ington. 


ST. JOSEPH NEWS-PRESS 
| St. Joseph Oazette 


INDUSTRIAL STAGECRAFT 


S « 
<o* DESIGNERS & PRODUCERS 


SILKSCREEN {counven CONVENTION {coasts "SY 
PRINTING )winoow.’ DISPLAYS )o istaied"on tine 


B PHONE FRA. 4260 = 3 DIMENSIONS — 180 W. RANDOLPH ST. CHICAGO. ILI 


is broadcast—live and 


great stations in 


Chicago: 50,000-watt WBBM 
Los Angeles: 50,000-watt KNX — 


Minneapolis-St. Paul: 
————--§0,000-watt 


Washington, D.C.: 
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McGraw and Bond 
Advanced by M-H 


New York—Curtis W. McGraw, 
vice-president and treasurer, has 
been elected vice-chairman of the 
board of McGraw-Hill Publishing 
Company, in one of several 
changes approved by the board. 

James W. McGraw Jr. continues 
as president and chairman of the 
board. 

Nelson Bond, advertising direc- 
tor of the company, was elected a 
vice-president. Willard Chevalier | 
becomes senior vice-president and | 
assistant to the president. Eugene | 


Nelson Bond Curtis McGraw 


S. Duffield was made assistant to | 
the president, with responsibility 


for all publication operations. 
N. O. Wynkoop continues as con- 
troller and J. A. Gerardi as secre-. 
tary and counsel. 

A combined executive and. 
finance group, to be known as the 
finance committee, will consist of | 
James H. Jr., Curtis W. and D. C. | 
McGraw, Henry G. Lord, Mr. 
Chevalier, Curtis G. Benjamin, 
Mr. Duffield, and Paul Montgom-_ 
ery, with Mr. Gerardi as secre-| 
tary. 


Catalog Delayed 

Publication by Bakers’ Helper, 
Chicago, of its 1948-49 “Catalog & | 
Buying Directory” has not yet. 
been accomplished, as AA re-| 
ported April 26. It will be pub-| 
lished in June, provided that Chi- 
cago union typesetters have re- 
turned to work by then. 


Co-ops Hit Record Sales 


Retail sales of cooperative store 
members of National Cooperatives, | 
Chicago, showed an annual in-| 
crease of 32% to a record total of | 
nearly a billion dollars in 1947.) 
Sales of wholesaler. members in- 
creased 49% to $348,000,000. 
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‘Straus Appoints Jay 


Lester Jay, free lance radio 
| writer, actor and producer, has 
been appointed head of the newly 
established radio department of 
J. M. Straus & Co., Los Angeles 
agency. 


Lithographers to Meet 


The Lithographers National As- 
sociation will hold its 43rd annual 
convention at the Greenbrier 
White Sulphur Springs, 
W. Va. July 21-23. 


American Road 
Builders Expect 
100,000 at Show 


WASHINGTON — The American 
Road Builders Association esti- 
mated last week that it will at- 
tract more than 100,000 out-of- 
town industry members to its first 
postwar Road Show at Soldiers’ 
Field, Chicago, July 24-26. 

With many wartime and post- 


war machines displayed for the | every state as well as from 40 
first time, ARBA has lined up up- countries. 


wards of 300 exhibitors for a dis- 


play area of 1,250,000 feet—an Utica Adclub Elects 


area equal to 30 football fields. 


This will be the 3lst Road Show | Valley Advertising Club of Utica. 
The first, at Colum-|N. Y., has elected the following 


in 39 years. 


bus in 1909, involved 40: exhibi- | officers: ler 
tors and 40,000 square feet of dis- | Beddoe, advertising manager of 


la tract Divine Bros. Company; vice-presi- 
play space and attracted 108 sent, Lyle B. Riegler of Moser & 


delegates. 
In prewar years, attendance | 


ranged as high as 40,000 persons, | 


and included representatives from Service, Inc. 
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The newly-formed Mohawk 


President, William C 


Cotins; secretary, John W. Golden, 
commercial artist, and treasurer, 
Albert Greacen, Advertisers’ 


FOUND MONEY-—a recent edito- 
rial offer for a twenty-cent item pro- 
duced 320,506 reader requests and 
nearly two tons of dimes from the 
3,000,000 readers of Woman’s Day. 
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APRA Names McElwee 


Mary McElwee, formerly with 
Foote, Cone & Belding and Do- 
remus & Co., New York, has been | 
appointed executive director of 
American Public Relations As- 
sociates, Inc., New York. 


Mohawk Boosts Monahan 


Francis I. Monahan, general 
sales manager of Mohawk Carpet 
Mills, Amsterdam, N. Y., has been 
appointed vice-president in charge 
of sales. 


Ad Salesmen Will | 


Be Heard If They 
Give Facts: Crisp 


Cuicaco—The ad salesman for 
a class publication can always 
“get his foot inside the door” at 
most agencies if he arms himself 
with facts on readership and the 
pulling power of his publication’s 
ads, Richard H. Crisp, director of 
marketing research, —Tatham- 


Laird, Inc., said last week. 
Addressing a meeting of the | 

Chicago Dotted Line Club, Mr. | 

Crisp said that the only ad sales-_ 


'man whom agency vice-presidents 


and account executives are too 
busy to see are those who called 
once before with no concrete in- 
formation except about “the 
weather and their golf scores.” 
“You, as a business paper sales- 
man, can really do your job if you 
know how much of what the po- 
tential space buyer has to sell, the 


circulation of your paper will 
buy,” he said. 


Agencies Give, Take 


Unless the salesman’s publica- 
tion leads its field in circulation, 
he should equip himself with facts 
on readership rather than circula- 


25 


never call unless (1) it is about 
something important, (2) he has 
new readership information about 
his publication or (3) he can say 
something about what his prospec- 
tive client’s competitors are plan- 
ning to do or say. He should also 
try to time his call with the 


tion, he declared. One of the/ planning stage of the client’s cam- 


“toughest agency problems,” he 
said, is finding out these facts! 


“about papers that are second and able 


paign, Mr. Crisp asserted. 
“The salesman who gives valu- 
information need not be 


third in circulation in their fields.” |afraid to ask the account execu- 
He said that salesmen should |tive what the planning schedule 


In this race for the all-mighty consumer dollar, consider the 


favorable odds offered your advertising by Woman's Day. 


Here’s a purse of $11,637,000,000 . . . the 1948 spendable income of our stable of more than 


3,000,000 housewives and mothers . . . almost twelve billions destined to be won by 


advertisers who place their 


copy in the book that caters to 


the needs of the 11,400,000 members of our collective family. 


$4,462,000, 


000 for Food and Tobacco 


$1,795,000,000 for Clothing, Accessories, Jewelry 


$1,459,000, 


000 for Household Operations 


$ 188,000,000 for Toiletries and Beauty Parlors 


$ 140,000, 


000 for Drugs and Appliances 


To win a place in this show, bet your advertising dollars on the lowest page 


rate per thousand of any women’s service magazine; on the greatest single copy 


sale of any magazine in existence; on the greatest percentage of housewives and 


mothers of any women’s service magazine; on an editorial technique so vital 


that it has pulled (without advertising inducement) more than 600,000 reader letters 


and more than 700,000 requests for instructions in a single year. 


Advertisers who count costs court women who count pennies 


because buying is a woman’s business: 


. Woman's Day is never done 


(Az 


THE 
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| 
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| 
| 


| 
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lis on a certain account,” he said. 


“The agency attitude is one of 
‘give and take.’” 


Adclub Elects Pifer 


Walfred L. Pifer, president of 
Pifer Home Appliances, has been 
elected president of the James- 
town (N. Y.) Advertising & Sales 
Club. Other officers are Lawrence 
Dawson, Empire Mutual Insur- 
ance Company, Ist vice-president; 
Joseph H. Sauerbrun, Jamestown 
Finishing Products, 2nd vice-presi- 
dent; Harvey Carlson, secretary, 
and George L. Rodman, treasurer. 


(Advertisement) 


How fo Run Rings 
Around Your Own 
Business Market 


By Lee Morse Rich 
Media Director 
Albert Frank— 


Guenther Law, Inc. 


Let’s consider the concentric 
rings of buying influence which 
determine every order which your 
firm gets. 

In the center, of course, is the 
man with the actual say on what 
shall be bought, and when, and 
from whom. 

Around him is a small circle of 
executive associates with whom 
he consults on the particular buy- 
ing decision. 

Then there’s the still larger 
circle of junior executives and 
skilled personnel who may influ- 
ence the decision by their knowl- 
edge and comment on any particu- 
lar product or service. 

Finally, there comes the outer 
circle of business friends who may 
influence the decision during shop 


'talk outside of the company itself. 


You’ll seldom know, of course, 
just where a particular order orig- 
inated within these complex rings 
of buying influence. 

The obvious thing to do, there- 
fore, is to cultivate all of the peo- 
ple who may have any influence 
on the orders you now get or 
those you want to get. 

And advertising may well be 
considered the only way you can 
do this job economically. The 


|knack of it is to hammer away 
'with your sales message until 


everybody in the business world 
understands what it is you have 


|for sale — until you have influ- 
|enced all of those concentric rings 


of buying influence. 
And this mass technique may 


| well be the means by which you 
'can run rings around your com- 


petition, as well! 
* * * 

This column is sponsored by 
Nation’s Business to promote the 
|'use of a mass technique in selling 
the business market of America. 

Four leading general business 
magazines offer you in 1948 a com- 
bined circulation of 1,285,000 ex- 
ecutive subscribers, over 15 mil- 
lion pages a year on 12-13 time 
schedule. The combined rate for a 
black-and-white page in all four 
papers is only about $9,875. 

Guaranteed Circulation B&W Page 


Nation’s Business. ..575,000 $3,000 


U. S. News— 
World Report ...300,000 2,400 
er 235,000 2,900 


Business Week ....175,000 1,575 

We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, D. C. 
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Watt Appoints Cox 


W. F. Cox, formerly production 
manager of Julian G. Pollock 
Company, Philadelphia, has been 
named art director and production 
manager of W. H. Watt, Upper 
Darby, Pa., advertising agency. 


Two Name Cory Snow 


Cory Snow, Inc., Boston, has 
been named to handle the adver- 
tising and merchandising of Mail- 
N-Save, mail order division of 
Alves Photo Service, Inc., and 
Uneeda Termite Service, Inc. 


GRANT-JACOBY STUDIOS 


creative and 


production 


service 


advertisers 
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Victorious FTC Now Faces 
Threat of O'Hara Bill 


By STANLEY E. COHEN, Washington Editor 


feel that the cards are stacked 
against business men hauled be- 


WAsHINGTON—With two highly |fore a commission which is “prose- 


significant Supreme Court vic- 
tories under their belts in as 
many weeks, the plumed knights 
of the FTC might be enjoying 
‘fiesta these days were it not for 
a threatening situation in the 


| 


| 


| House interstate and foreign com- | 
|sions on this legislation, experi- 


|merce committee. Conscious from 
these decisions of the power 
\which FTC holds, this committee 
junder Rep. Charles Wolverton 
i(R., N. J.) 


jenced public 


cutor, judge and jury.” They pro- 
pose to limit the commission to 
the role of prosecutor, and to force 
it to go to the lower federal courts 
for a ruling and order against an 
allegedly bad business practice. 
During previous committee ses- 


administrators, in- 
cluding former trustbuster Wen- 
‘dell Berge, contended that the 


returns today (May |O’Hara bill seeks to turn the cal- 


/10) to the O’Hara bill (HR. 3871) |endar back to the days when life 
| stripping FTC of authority to hold | was more simple than it is today. 


hearings and issue orders. 


They argue that the entire sys- 


Supporters of the O’Hara bill | tem of administrative law, includ- 
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In magazines or plum puddings, a lot of ingredients 


Here at Hardware Age, we’ve spent 93 years perfect- 
ing the recipe that attracts the largest audience in the 
national hardware trade paper field. 

Only Hardware Age provides hardware men with 
editorial coverage of their business every other week 

. trade news while it’s still mews . . . vital merchan- 
dising articles by leading authorities . . . timely reports 
on trends and legislation . . . and the greatest array of 
product advertising in any hardware publication. 

That’s why Hardware Age has become the hardware 
trade’s favorite magazine and the favorite advertising 
medium of the manufacturers who supply the great 
$2,000,000,000 hardware market. 


ee AGF 


NEW YORK 17, 


N. Y. 


, ° » 
Advertising Age, May 10, 1943 


|ing FTC, developed from the fac: 
that the issues of trade practice 
and monopoly were too technica! 
\for the courts to handle. 

* * 


When we referred above to the 
“plumed knights” of the FTC we 
borrowed the picturesque phrase- 
ology used so effectively by the 
commission’s own most vigorous 
critic, Commissioner Lowel]! 
Mason. Other commissioners find 
this characterization hard to take 
Before a group of insurance agents 
in Chicago recently, Commissione; 
Robert Freer chided: “I realize 
that a sophisticated assemblage 
such as this would not require or 
expect anything so colorful as for 
me to dismount from a white 
charger in front of the hotel, or 
to check a plumed helmet at the 
door or even to draw about me a 
cloak of crusading fervor on the 
rostrum.” 

th * % 

Charles T. Stewart, pidlic re- 
lations director of the National 
Association of Real Estate Boards, 
has a new =T71-page _ booklet, 
'“Homes for America,” which cru- 
sades for “reestablished traditiona! 
public esteem for the value of a 
good home.” According to Mr 
|Stewart, the foundation of the 
‘housing problem may be in the 
‘fact that families “put more exr- 
_pendable and less basically im- 
|portant commodities ahead of the 
home in their range of values.” 
|He contends that the “thousands 
lof families who have been con- 
|vinced that the government owes 
them a home, or can at least see 
‘that they get one without paying 


jits full cost, need to be wunde- 
| ceived.” 

a * * 
| Labor’s League for Political 


|Education, the AFL competitor to 
ithe CIO Political Action Commit- 
tee, will soon grind out “Freedom, 
Your Most Precious Heritage,” a 
pamphlet designed to start mil- 
lions of working people toward 
|the polls. In this, and in radio, 
‘motion pictures and other modern 
‘informational media yet to be 
selected, the league will argue that 
the 80th Congress—‘“the tool of 
reaction”—came into being be- 
cause 56,000,000 Americans failed 
to vote in November, 1946. 

| League work is directed by 
Joseph D. Keenan, secretary- 
treasurer of the Chicago Federa- 
tion of Labor, from offices at 1225 
H St. here. 


* * * 


Cost-conscious television broad- 
/casters will get a chance to argue 
coaxial cable charges at an FCC 
hearing beginning June 15. Over 
'the protests of televisers, FCC 
permitted AT&T and Western 
Union to put coaxial and other 
relay facilities between Washing- 
ton and Boston on a commercial 
| basis May 1, but at the same time 
the commission promised an in- 
vestigation to determine whether 
'the existing commercial rates are 
‘fair to television. 
| In allowing the common car- 
\riers to go on a commercial basis, 
the commission noted that free 
transmission of inter-city televi- 
sion was carried on at the expense 
\of other users of telephone com- 
| panies’ services. 

a + a 


A weekend tempest over news- 
'print shipments to ERP nations 
subsided Tuesday after Admin- 
istrator Paul Hoffman _ assure® 
publishers that there will be no 
important “raids” on U. S. sup- 
plies. A three-page statement wa: 
|issued after Rep. Clarence Brow! 

(R., O.), chairman of the House 
/newsprint committee, noted tha’ 
‘ERP commodity tables showe® 
| 288,000 short tons of newsprin' 
‘for United Kingdom. But Hoff- 
|man says shipments under ER! 
/next fiscal year will be only 33,00” 
‘tons above the current level, and 
| that all of the extra paper will be 
| used to restore a badly deplete 


| 
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YOU CAN PROTECT YOUR FAMILY'S HEALTH 


STAINLESS STEEL SINK 
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Names O’Brien Agency 

O’Brien Advertising Ltd., Van- 
|couver, B. C., has been appointed | 
'to handle the advertising of West- | 
lern City Company, investment se- | 
| curities dealer. Metropolitan!) 


|mewspapers will be used. 


| ————— 
Selleck toMcMurphey | 


William F. Selleck, public re-| 
lations counsel, has _ been 
pointed production director of the | 
George W. McMurphey Advertis- | 
ing Agency, Portland, Ore. 


Rejoins Moll Agency 
Charles H. Steinbacker, who 
was with George Moll Advertis- 
ing, Philadelphia, from 1936 until 
last year, when he joined the Dor- 
ville Corporation, has returned to 
the Moll agency as art director. 


Lewin Names Gitten 
Harry Gitten, formerly art edi- 
been 


Newark office of A. W. Lewin 
Company. 


Adds Niel Heard 


Niel Heard, formerly sales man- 
ager of Louis Milani Foods, Los 
Angeles, has been appointed an 
account executive of Smith, Bull 
& McCreery, San Francisco office. 


Publishes New Directory 
Bellman Publishing Company, 
Boston, is publishing a directory 


ap-|tor of Hillman publications, has} of educational institutions in New 
named art director of the| England and Delaware, New Jer- 


sey, Maryland and Pennsylvania, 
expected to be completed and de- 


livered to libraries and schools in 
May. G. Ellis Mott, former radio 
executive, has been elected presi- 
dent of Bellman. 


SIGHS OF LONG LIFE’ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


et 
900 Kibby St, Lima, Obie, U.S.A. 


“lredemerts Sop v 5 hee OF 


STARTS DRIVE—This two-color page, | 


appearing in the May issue of House 
Beautiful, opens an intensive campaign 
for Lustertone stainless steel sinks, 
made by Elkay Mfg. Co., Chicago. The 
Chicago office of Cummings, Brand & 
McPherson handles the account. 


inventory, rather than to increase 
UK paper consumption. 
e @¢ “@., 

Broadcasters learned with some 
dismay that there may not be any 
radio or television questions in 
the 1950 population census. Census 
officials, trying to keep the forms 
as simple as possible, say radio 
saturation is so high in most areas 
that the question would be super- 
fluous, and that, on the other hand, 
television is so highly concen- 
trated in a few markets that a na- 
tional census is hardly warranted. 
Decisions on census questions are 
guided heavily by the recom- 
mendations of an advisory com- 
mittee of the American Marketing 
Association, which is trying to 
keep costs below the prospective 
$100,000,000 level. 

* * * 

Chances for a _ revised postal 
rate-making procedure perked up 
noticeably last week after Rep. 
Katherine St. George (R., N. Y.) 
agreed to an important modifica- 
tion in her bill establishing a rate- 
making body of experts within 
the department. Convinced that 
rate-making is too technical to 
rest entirely with Congress, she 
has previously proposed that this 
board of experts be required to 
adjust rates each year, subject to 
congressional veto. Latest St. 
George proposal retains the an- 
nual rate report from the experts, 
but requires congressional ap- 
proval before they can be effec- 
tive, 


Glenn C. Compton 
Joins Robbins & Barber 


Glenn C. Compton, formerly 


New York editor of Inland Printer, | 


has joined Robbins & Barber, New 
York public re- 
lations firm, to 
serve as a spe- 
cialist on printing 
industry ac- 
counts, including 
Printing Industry 
of America. 

Mr. Compton 
Will handle a 
“Service. for 
Printers,” which 
Will consist of a 
monthly budget 
Ol articles, edi- 
torials, cartoons, etc., from which 
printers may select material for 
house organs. 


Glenn Compton 


Joins Honig-Cooper 

Kermit Engelson, formerly with 
Calvert Distillers in San Fran- 
Cisco, has joined Honig-Cooper 
Company, San Francisco, to head 
held merchandising activities. He 
“ll coordinate all field work for 
th agency’s accounts west of the 
“li ssissippi. 


Appoints Waterston 
Waterston Company, New York, 
Ss been appointed to handle the 
«(vertising of King Sol Research 
rporation, New York, manufac- 
er of flash synchronizers. Trade 


dlications, magazines and direct 


“all will be used. 


“The Milk’s Nice and Clean Today, Henry!”’ 


luxuries today’s necessities, helping to develop 


During the 1890's, milk delivery was usually a 


quaint affair—but far from sanitary. At each 


stop, the housewife received her milk supply — 


from the open c 


among the safes 
can thank mode 


modern living. 


health, better h 


Paper, and especially printing papers, have car- 
ried the torch for better living. And how suc- 
vessfully they have worked making yesterday's 


Today how different. 


packaging industry's biggest contributions to 


Ever since 1898, the year this company was 
established, paper has pioneered for better 


an on the milk wagon. 


Dairy products are 
t foods we eat. And for that we 
rn paper containers, one of the 


ygiene, and broader education. 


INTERNAT! 


2 Die .- 


comforts and conveniences undreamed of 50 


years ago. 


In free enterprise there is no limit to what 
the future has in store for us. International Paper 
Company, 220 E. 42nd St., New York17, N.Y. 


| AMERICA HAS COME A LONG WAY IN THE PAST FIFTY YEARS 
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. Hyman Mus t S top | Weisteld Joins Rowen Opens Chicago Branch maximum charge for a one-hour| from 680 lines last year to 429 at qT" 


: how. The base rates are un-/ present, the March 1947 : 
° Irving Weisfeld, formerly sec- W. Earl Bothwell, Inc., has anne. Dollar -v Bova dis- o eed have haar LA ped 
Ads, Production |Chera ee ee yh - niin lilion a0 Hl. Wicks. counts have been discontinued to|than 50.47. In pages, Household fo 
no ; - , . - | simplif tes. had i i 
of Insect Killer |has been appointed treasurer and gan Ave., with Charles D. Petten- ee ee mn ai Gain-of 16.9 pages over last 
vice-president of the Julius J.| gill, vice-president, in charge. The Gai f ‘H hold’ at 
Denver—Julius Hyman & Co. Rowen Company, New York. lagency has offices in Pittsburgh, | or ouseno 
i a ‘New York and Hollywood. In reporting March advertising | Joins Hartford Textile N 
here has been ordered by federal psn Atco 
|linage figures (AA, March 22), | Beaulah Charlat, fo 1 ith wor 
district judge W. A. Black to stop Joins Petry Company | Household reported 20,679 lines | ° seeeney WE paid 
advertising, selling and manufac-| ), 7, Tormey, formerly with | &MOX Raises Day Rate and 48.2 pages for March 1948, as | Mohawk Carpet Mills, Amster- ‘adi 
turing Chlordane, an insecticide,)wOoR New York, and CBS, has Station KMOX, St. Louis, has against 21,650 lines and 50.47 dam, N. Y., has been appointed di- fe 
because it duplicates the Velsicol| joined the sales staff of Edward raised the air time rate for Class | pages for March of 1947. The lin- rector of merchandising and pro- a 
Corporation’s insecticide, “Velsi-| Petry Company, radio station rep- C, 8 a.m. to 6 p.m. weekdays. The | age figures are correct, but since, motion of the Hartford Textile va 
col 1068,” a rival of DDT. resentative, New York. new rate, effective May 15, is $345 | Household’s page size was changed Corporation, New York. a 
| cla 


Hyman and Velsicol, Chicago 
manufacturer, have been running 
competing full-page ads in farm 
and chemical trade publications | 
since 1946 when Mr. Hyman left | 
his position as vice-president and 
a director of Velsicol to form his 
own company. Ads of both com- 
panies are appearing in Agricul- 
tural Chemicals, Oil, Paint & | 
Drug Reporter, Pests, Soap & 
Sanitary Chemicals, and other 
trade publications. Hyman ads 
also are appearing in the Wall 
Street Journal, Cotton Growers | 


and Fruit Growers Journal. : ; a OPEN HOUSE TO 


Illegal Formation 1g, 
Judge Black said that Mr. ‘ ..,* N.A.B. 


Hyman, inventor of the insecti- 


cide, violated an agreement to 2a DELEGATES 

keep secret the formulas and) 2 
manufacturing processes, which he = MAY 17 TO 21 * MUTUAL. conan 

said were the property of Velsicol. Manc dastinele s¥sTene| 


He said that Mr. Hyman, failing ‘ ee ‘ ! 
to “coerce” Velsicol to give him a | 
a greater participating interest in i . 
the corporation, had illegally ‘ i 
formed his own company and had : . *? ie \ E 
used “1068” as a trademark. ; fare ; 

The current Velsicol ad, which 
will be used in an _ increased 
number of southern publications, | 
features the theme, “Velsey Rides | 
Again ... King Cotton finds a 
powerful new ally. Velsicol 1068 
Chlordane has demonstrated that | 
it is sure death to boll weevils, 
grasshoppers and other agricul- 
tural insects.” Hyman’s ad ap-| 
pearing in many of the same pub- | 
lications, features the insecticide 
—under the name of Chlordane— 
as a lawn protector with the, 
phrase, “Bug-Free Lawn or. 
Jungle—-Which?” 


on Velsicol ads are placed by E. e 9 
' Ross Humphrey, Chicago. e ation ~ is the 
the la 

McCann Drops Revlon 


McCann - Erickson, Inc., New Greatest Regional Network taneo 


oe r 


Fi emciicllllienaviniiis ae 
. 


York, has resigned the advertising En: 

of Revlon Products Corporation, ‘ 

New York, effective as soon as least | 
convenient to Revlon. 

radio 

10-to1 
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world 
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Vice-! 
1933—MAY—1948 Largest Radio-Television Center i:.; 


STARTING ITS 
SIXTEENTH YEAR ADDRESS...1313 NORTH VINE STREET, HOLLYWOOD 28, CALIF. 


AS INDUSTRY'S ORIGINAL 
AND MOST COMPLETE 
PRODUCT NEWS AND IN- 
FORMATION SERVICE. 


Only $95 to $102 a month to place 
an advertisement for an industrial 
product in Industrial Equipment 


News ... the spot where more than Ss - Pa 

52.000 specifiers and buyers for the ‘ awe ‘. ah 

larger plants in all industries regu- — a 

larly look for their current oper- sa: eevee 
5 ] I nok een Sa fk - aes oo 


ating requirements. 


Details? Ask for “The IEN Plan” 
INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 
461 Eighth Avenue, New York |, N. Y. 
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e fe i TV Network Rate 
h ~ = 
eholi @ for Musicians Set 
° 
at 75% of AM 

New York — Musicians on net- | 
it} work television shows will be 
_ paid three-fourths of the network 
~ -~* radio rate under a six-months in- | 
pro- terim rate agreement signed by 
exti! James C. Petrillo, president of the 


American Federation of Musi- 
cians, and representatives of the 


four major networks. 


| The agreement, which became 
\effective May 1, also provides: 

| Local telecast rates will be two- 
'thirds of the applicable major sta- 
tion local AM rates. 

Musicians will be paid $7.50 
extra for sponsored programs and 
$3.75 for sustaining programs 
duplicated on television. 

Musicians called an hour in ad- 
vance for costuming and makeup 
will receive $3 for this service. 

On remote pickups where music 


is incidental background, such as 
at political conventions, the musi- 
cians will not receive extra pay; 
on other remotes—concerts, sym- 
phonies, operas, hotel dance bands, 
etc.—rates will be set by the fed- 
eration. 


DuMont Parleys Continue 


Filmed records of telecast live 
programs may be made for file 
purposes and for playing 


for | 
single use over any station which | 


the time of the original live tele- 
cast. In such cases, the network 
telecast rate will be applicable. 

Presently the basic radio wage 
for musicians is $152 for a 25-hour 
week. 

Negotiations, meanwhile, 
continuing with the DuMont tele- 


| vision network, which faces a dif- 


ferent type of problem, having no 
AM precedents on which to base a 
scale. 

Columbia last week started an | 


are. 


network. Called “Face the Music,” 
_ the program will be a daily 15- 
minute feature starting next week. 
The time is 7:15 p.m., EDT. The 
series will star singers Shaye 
|Cogan and Johnny Desmond, ac- 
companied by the Tony Mottola 
trio. 


Fo orms Publishing Firm 
Charles R. Tighe, formerly 


|manager of eastern operations of 
Ziff-Davis Publishing Company, 


Ax EVENT OF HISTORIC IMPORTANCE to the entire radio industry 
is the dedication of the new Mutual-Don Lee Radio-Video Building, 
the largest and most modern studios in the world ever built for simul- 
taneous radio (AM and FM) and television transmission. 

Engineers estimate the new Mutual-Don Lee Headquarters to be at 


least 5 years ahead of any network operation in existence. Eighteen 
radio channels, 8 FM channels and 8 television channels feed out of a 
\0-ton master control panel, largest such electronic brain in the world. 

The 4 vast audience studios, each seating 350 people, contain the 
world’s largest radio stages. In addition, there are 12 smaller studios 
and over 70 offices and recreation rooms. 

Credit for the vision, planning and completion of this functionally 
beautiful radio center belongs to Thomas S. Lee, President; Lewis 
Allen Weiss, Vice-President © 
Vice-President, who cordially invite the radio and advertising profes- 


* General Manager; and Willet H. Brown, 


ter 


sions to preview the new Mutual-Don Lee Headquarters. 


rt ea 


TN gai arcs Sek yh ea cae ae 


is affiliated with the network at | all-music telecast on its East Coast| has formed the C. R. T. Publish- 


ling Enterprises, to engage in 
|various publishing activities, in- 
cluding the publication of busi- 
ness and other magazines. A 
separate division of the company 
| will specialize in magazine bro- 
|kerage. Headquarters of the new 
| firm are at 444 Madison Ave., New 
| York. 


| To Gerth-Pacific 


Gerth-Pacific Advertising 
Agency, San Francisco, has been 
named to handle the advertising 
of Rickman-Lee Company, wea- 
| therstrip manufacturer. 


aN milo Dollars 


A YEAR 
| ON SHOES! 


Redes Service reader families 
spend 5 billions a year—50 million* 
on shoes alone! 39.6% of 1,300,000 
(A. B.C.) subscribers earn between 
$2000 and $3000 annually; 31.7% 
between $3000 and $5000; and 
14.9% earn $5000 or more. 


Further, Foreign Service readers 
total 3,250,000 ... readers who 
have faith in the frank editorial 
policy — faith that extends to the 
advertising pages, re extra 
punch to every ad. you have 
pet gp average 

ily — reach aad sell 
Foreign Service! 


sat oe ae 00 
“families. 


ger 
ia 


Write for Free Copy 
of Daniel Starch Survey 
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Gordon Adds Accounts PUJAA to Discuss 


Phil Gordon Agency, Chicago, | < " 
has been named to handle adver- | Relationship of 
tising of Erie Clothing Company, PR 
Chicago, retailer of men’s clothing | jc1 
and accessories, and Frank Advertising, 
Mashek Company, Chicago, leather 
goods manufacturer. 


TRIPE 
WRITTEN ? 


The copy that 
comes from 
this agency 
will never make us ashamed. We shall 
never turn out tripe. Our words will al- 
ways try hard to work honestly, be- 
cause our clients deserve some of the 
smartest copy in advertising, not the 
slickest. We prefer the steady sparkle 
that sells, to any flash from a fire- 
cracker fizzle. 


CLEVELAND — The _ relationship 
between the advertising manager 
'and public relations and sales pro- 
motion departments will come in 
for cross-examination at the an- 
nual convention of the Public 
Utilities 
here May 27-28. 

Allan L. Billingsley, president 
of Fuller & Smith & Ross, will 
open the meeting with an address 
on the advertising manager and 
public relations. Roger H. Bolin, 
manager of appliance advertising, 
Westinghouse Electric Corpora- 
‘tion, will follow Mr. Billingsley 
|with an address on the advertis- 
ing manager and sales promotion. 

Elmer L. Lindseth, president of 
the Cleveland Electric [luminat- 
|ing Company, will speak at the 
‘first day’s luncheon session on 
what a utility president expects 


FRED GARDNER CO., INC. 
Proven Advertising 


202 E. 44th St., N. Y. * MU 7-4626 


Advertising Association | 


from his advertising manager, 
with a “hellbox” session scheduled 
for the same afternoon. 

Other speakers include Robert 
Newcomb of Newcomb & Sam- 
mons, Chicago, and John J. Quinn, 
vice-president of Boston Consoli- 
dated Gas Company. Awards also 
will be presented to winners of 
the association’s 1948 better copy 
contest. 


Fort Worth Admen Elect 


Hassell Edwards of the Adver- 
tising Letter Service Company has 
been elected president of the Fort 
Worth Advertising Club. Other 
new officers are Cliff Galloway, 
Fort Worth Press, and Roy Bacus, 
Station WBAP, vice-presidents, 
and Gordon Teague, Albert Evans 
Advertising Agency, secretary- 
treasurer. 


Drops Stack Hat Account 


Bermingham, Castleman & 
Pierce, New York, has resigned 
the Stack Hats, Inc., account. A 
new agency has not been ap- 
pointed as yet. 


Highest 6-Month 
Hooperating Goes 
to Fibber, Molly 


New York — Fibber McGee & 
Molly, plugging Johnson’s wax 
over NBC, led the November- 
April Hooperade of stars with a 
27.0 rating. 

NBC was top in 12 of the 19 
program categories for the six- 
month averages; CBS was first in 
four and ABC followed with three 
first placers. 

Runners-up in the variety di- 
vision were: Jack Benny (Lucky 
Strike, NBC) with 26.1: Bob Hope 


(Pepsodent, NBC) with 24.3, and| Pople Are Funny 


Fred Allen (Standard Brands and 
Ford Dealers, NBC) 24.2. 
Other favorites: 
Plays 
Radio Theater (Lux). CBS...... 


DES MOINES 


THE REGISTER AND TRIBUNE STATION 


KRNT 
enjoys 


KRNT 


the HIGHEST 
Hooperatings 
in Des Moines... 


is carrying 
the LARGEST 
allvertising 


schedule 


in its history 


... that’s listener 
preference. . . 


advertiser 


BUY THAT 


ABC Affiliated 


Represented by the Katz Agency 


preference, too! 


Very highly Hooperated 
Sales results premedifated 


Station in Des Moines 


bo 
or 
to 


Screen Guild Players (Camels), 


| Theater Guild (U. S. Steel), ABC.1 


Evening Dramatic Skits 
Amos 'n’ Andy (Lever), NBC..... 23.0 
My Friend Irma (Swan), CBS....19.1 
Life of Riley (P&G), NBC....... 16.2 

News Commentator 
Walter Winchell! (Jergens), ABC. 22 
Louella Parsons (Jergens), ABC.12 
Drew Pearson (Lee Hats), ABC. .10 
Mystery 
Mr. D. A. (Bristol-Myers), NBC. .19.3 
Big Town (Sterling Drug), CBS..146 
Your FBI (Equitable Life), ABC.13.9 
Inner Sanctum (Bromo-Seltzer), 


CCU date c's Fd Se EV a Chas COTE one 13.5 
Male Singer 

Al Foto CHPOARD, Bites + + ce ccas 19.6 

Bing Crosby (Philco), ABC...... 16.9 

Perry Como (Chesterfield), NBC. 9.4 

Jack Smith (P&G), CBS......... 9.2 


Audience Participation 


Truth or Consequences (Duz), 
A or eee a ae 22.3 

Take It or Leave It (Eversharp), 
EES ch adciiewnn tbe kad dy ceas eer 15.6 
Bob Hawk Show (Camel), NBC. .14.6 

(Raleigh), 
errr ere Pet ree 14.1 


Female Star 
Judy Canova (Colgate), NBC....14.6 


Joan Davis (Cooperative), CBS... 6.4 

} Evening Popular Music 

Hit Parade (Lucky Strike), NBC.15.9 

American Album (Sterling Drug), 
8 eg ee Pree er eee ee 12.1 

Manhattan Merry-Go-Round 


| 
| 
| Fannie Brice (Jell-O), CBS...... 13.4 
| 


News Reporter 
Bill Henry (Johns-Manville), 


eet ik pAc see 6260s Neb exeha Kate 11.3 

Don Gardiner (Seeman Bros.), 
i Vee ne ae nei ca otewe tana ee 8.1 
7.7 


| Other leaders in their respec- 
, tive categories are: Colgate-Palm- 
olive-Peet’s “Can You Top This,” 
| 9.5; Chesterfield’s Jo Stafford, 9.7; 
‘Voice of Firestone, 8.6—all on 
| NBC. 

| General Mills’ “Lone Ranger” 
(ABC), 10.7; Standard Brands’ 
'“One Man’s Family” (NBC), 8.5; 
| Whitehall Pharmacal’s “Our Gal, 
Sunday” (CBS), 7.9; Gillette’s 
Boxing Bout (ABC), 9.5; Chester- 
field’s Arthur Godfrey (CBS), 6.9, 
and Sheaffer Pen’s Eddie Howard 
(NBC), 8.4. 


CROSBY REJOINS 
HOOPER LEADERS 


New York —Philco’s standard 
bearer, Bing Crosby, with 18.5 
gained a place—the 11th spot—on 
C. E. Hooper’s first fifteen on the 
April 30 report after a lengthy 
absence from the list. 

Neck and neck for the No. 1 
position were Fibber McGee and 
Molly, Johnson wax comedians on 
NBC, and the Lux Radio Theater 
(CBS), with ratings of 24.5. The 
McGees were accorded first place, 
however, because they obtained a 
| larger share of audience. 

Other favorites: 

Walter Winchell (Jergens), ABC. 22.5 
Jack Benny (Lucky Strike), 


| EE see ebabe kaals Os de. eerkee de Ov 

|; Bandwagon (Fitch), NBC........20.4 
Truth or Consequences (Duz), 
DD -+:+ «ies den bates wkd ue oe eee 


Amos 'n’ Andy (Lever), NBC....19.4 
Fred Allen (Ford Dealers), NBC.18.8 


My Friend Irma (Swan), CBS...18.7 
Bob Hope (Pepsodent), NBC..... 18.6 
Charlie McCarthy (Standard 
ie. CE? «hacdsetandcaewad 18.1 
Arthur Godfrey (Lipton), CBS. .17.8 
Red Skelton (Kool), NBC....... 16.8 
Musie Hall (Kraft), NBC.......16.6 


Average sets-in-use of 29.5 is 
down 2.2 from the last report and 
12 from a year ago. Average 
evening rating is 9.7—down 0.4 
from the last report and from a 
| year ago. 


S-W Promotes Muse 


Lawrence M. Muse has _ been 
named assistant to G. L. Hebhl, 
general manager of the industrial 
division of Sherwin-Williams 
Company, Cleveland. He will be 
in charge of developing and pro- 
moting industrial sales through 
the company’s branches. Mr. Muse 
joined S-W in 1936 and for tie 
past year and a half has been a:- 
sistant to W. B. Bell, director of 
the southeastern district. 


‘Lethbridge to Miller 

John G. Lethbridge Jr., for- 
merly account executive of James 
S. Beattie Company, has joined 
the newly organized Washington 
office of Robert Lee Miller & A*- 
sociates, as vice-president |" 
charge of agency operations. 


oy | 
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ARE TRAVELERS... 


One of the reasons why every 


plane in Eastern’s Great Silver 


Fleet carries a current issue of 


SPORTS AFIELD MAGAZINE 


ndard 
1 18.5 
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ee eee 


No. 1 
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place, 
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a : *A sportsman with an appreciation of the finer things of 
| Air ‘> ; on me de aie oie ’ life—and the leisure and means to enjoy them. 


For instance, a recent survey shows that Spend-o-crats 
owt travel much more than the average man—36% more to 
James be exact—consequently they represent better prospects 
for transportation, luggage, etc. 
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OAS knees 2 


Plenty, Mr. Advertiser! Starting June Ist, RETAILING 
gives you a whole fistful of powerful plusses . .. enables you to pack 
more selling punch into everyone of your RETAILING ads! 
Here are the extra benefits your campaign will 


receive in every issue of RETAILING DAILy: 


GREATER READER INTEREST! Faster news service—daily instead of twice-weekly— 


pays off in stepped-up reader interest, gives your messages “‘hot-off-the-press” 


appeal that only a daily newspaper can command. 


GREATER READER TRAFFIC! Reraninc’s daily issues will have less than half 


the number of pages of the present twice-weekly issues. The daily will be easier 


to read, will offer greater inducement to more thorough reading. 
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LESS ADVERTISING COMPETITION! «Smaller papers mean fewer ads per 


issue, greater visibility for each ad. (And every ad in RETAILING runs next 


to live news!) 


GREATER FLEXIBILITY! Monday-through-Friday publication permits later 


closings, fasier service, enables you to give your ads and campaigns 


on-the-button timing! 


22,000,090 SELLING IMPRESSIONS A YEAR! 256 opportunities a year for 
“saturation-bombing”’ effect, to make your selling story register with home 


furnishing retailers all over the nation! 


all this, and seven, too! 


Add to the above advantages RETAriine’s seven long-established “‘firsts,"” and you have a 
medium which is now, more than ever, America’s No. 1 home furnishings business paper. _ 


Isn’t that where your home furnishings Lusiness advertising should be concentrated? 


IN TOTAL CIRCULATION! 


STARTING JUNE 1° 


__ IN NEWS COVERAGE! 
IN MARKET COVERAGE! 
EN EDITORIAL LINAGE! 

: | IN ADVERTISING LINAGE! 
IN ADVERTISING DOLLAR VOLUME! 


7 East 12th Street, New York 3, N.Y. 
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Odlum of Atlas Tackles 


Toughest Job in Convair 


Would Turn Huge Loss 
into Profit in 1949; 
‘Timing’ May Help 
By LAWRENCE M. HUGHES 


Inpro, Cat.—The Convair pic- 
ture wasn’t pretty. And the fur- 
ther Floyd Bostwick Odlum dug 
into it the less pretty it became. 

Odlum is president of Atlas 
Corporation, the world’s largest 
investment company. Last Nov. 
20, Atlas acquired control of Con- 
solidated Vultee Aircraft Corpo- 
ration, San Diego, from Avco Mfg. 
Corporation, which Victor Eman- 
uel heads. 

Floyd Odlum has gained some 
reputation and profit from his 
ability to put humpty-dumpties 
together again. 

But this story has been delayed 
a couple of months in the writing 
until the new chairman of Con- 
vair’s board believed he had 
found all the pieces. Specifically, 
Odlum and his specialists have 
been laboring to learn how much 
money Convair actually lost in 
the fiscal year ended-last Nov. 30 
and, as he told AA, “even more 
importantly, how much in addi- 
tion it is bound to lose this year 
before its financial affairs and 
production problems can be stabi- 
lized.” 


$43,000,000 Loss 


When I first visited him at his 
desert ranch here on Feb. 16 it 


|653, and in addition expended 
| $42,095,048 in acquisition and re- 
| tirement of its preferred and com- 
mon stocks.” 

Atlas, he told AA, “goes in for 
capital appreciation, as _ distin- 
|guished from interest and divi- 
'dends. Nevertheless, the company 
showed a net 
after taxes, of $1,625,930.” 
| In earlier years Atlas helped to 
' strengthen or reorganize such 
|}companies as Paramount Pictures, 
|Bonwit Teller Stores, Northrop 
| Aircraft, Interstate Power, Grey- 
‘hound Bus and several big banks. 
|Its current special situation list 
lranges from Convair and RKO 
Pictures (Odlum is chairman of 
the board of both) to Madison 
Square Garden, Northeast Air- 
lines, Franklin Simon stores, Hil- 
ton Hotels, and Panhandle and 
Barnsdall petroleum. 


‘Liberty’ Decontrolled 


American & Foreign Power also 
is a special situation, Mr. Odlum 
explained, but Atlas does not par- 
ticipate actively in its manage- 
ment. 

Because of its move into Con- 
vair, Atlas must drop control of 
Northeast Airlines. 

On Dec. 31 Atlas still held $337,- 
826 of Liberty Magazine, Inc., but 
was no longer the controlling own- 
er. Two years ago Atlas was re- 
|ported as backing with a $150,000 
|loan a proposed “fifth” coast-to- 
| coast network, but it failed to ma- 
'terialize. In early 1947 Atlas sold 


. 


appeared that Convair’s 1947 op-/its small holdings — $66,000 — in 


erations would show a loss of only 
about $31,000,000—a reported loss 
of $12,000,000 after a tax carry- 
back of about $19,000,000. In ad- 
dition there would have been a 


$4,000,000 loss on the sale of non- | Oil Company. Atlas has 


aviation assets. 


Time, Inc. 

| Of nearly $40,000,000 of com- 
/mon stocks in 74 companies held 
jlast Dec. 31, $6,741,200—or more 
|than one-sixth—was in Barnsda 
since | 


income for 1947, 


‘and Eagle-Lion pictures) made 
}one or two tentative overtures, 
'which Odlum did not consider 
|seriously. He was more serious 
about Howard Hughes (movie 
producer, plane builder, who also 
controls TWA). He told me that 
for a modest figure—say, $2,000,- 
000 above the market price— 
Hughes might be able to buy con- 
| trol. 

| Then on May 2, it was an- 
/nounced in Hollywood that Hughes 
‘had acquired from Atlas 928,000 
shares of RKO at a reported price 


| of more than $8,000,000. 


\“have reached a tentative agree- 
‘and sale of Atlas Corporation 
|holdings of RKO stock. When 
|and if this tentative deal becomes 
firm and definite, a further state- 
ment will be made.” 

Actually, Odlum had more press- 
ing problems in Convair. On Dec. 
31, Atlas’ investment in Convair 
common was $1,780,650. 

When I visited the ranch Feb. 
16, he showed me, confidentially, 
advance proofs of what he thought 
would be Convair’s annual report. 


Big Loss on Convair-Liner 


There’s no secret about some of 
the things he wrote: Nearly all 
the net loss from operations was 
due to higher-than-expected costs 
on the new Convair-Liner, which 
rose from about $200,000 to about 
$400,000 each. A total of 178 of | 
these new two-motored, 40-pas- | 
senger planes are being built. 

Convair is the only plane maker 


| This was denied by both Odlum | 
jand Hughes, who said that they | 


ment with respect to the purchase | 


Be: 4 ae hese 
_ 


| 
| 
| 
| 


| 


CHOPSTICKS—Floyd Odlum tries his 


hand at the piano as his wife, 
Jacqueline Cochran, listens in some 
suspense. 


ducing these planes — compared 
with what the airlines paid for 
them—we believe that our cus- 
tomers should bear more of the 
job of their promotion.” 

Stinson conducts a separate and 
fairly heavy advertising campaign. 

For military planes Convair is 
advertising now in military serv- 
ice publications. “The company’s 
best advertising, however,” Floyd 
Odlum emphasized, “is to work 
with Congress, chambers of com- 
merce and other groups to help 
the nation develop a strong air 
arm.” 

Every trader acts on the basis 
of buy low, sell high. But the key 
word is when. Successful trading 


currently serving all three major | 
markets — transport, private and | 
military. Its one division to profit 
in 1947 was Stinson, which builds | 
small four-place planes at Wayne, | 
Mich. At Fort Worth the company | 
builds the B-36, largest heavy | 
bomber, and at San Diego, the| 
|Convair-Liner, XC-99, largest land | 
plane, capable of carrying 400) 


I | tuilty-equipped troops and, among 


others, experimental pursuit! 


depends on timing. Odlum’s genius 
until now has rested on his in- 
tuition or his knowledge of time. 

On Feb. 16 it looked very much 
as if Floyd Odlum had been 
caught in Convair with his pants 
down and in process of losing his 
shirt. 

As I write this, on April 11, I’m 
not so sure... 

Backlogs of orders have not 
only become “real,” but it seems 


added heavily to these holdings.| planes and jet-propelled proto-|@S though soon they will be rap- 


Convair’s report finally was re- Odlum believes that the heavy type bombers. 


leased—two months later than 
usual—on April 20. After the 
estimated $19,000,000 carryback, 
it showed a net operating loss of 
$16,721,393. Through sale of non-| 
aviation assets the company lost 
$6,954,948. Thus the total loss, be-_ 


world demand for oil, plus the) 
rising cost of replacing each bar-| 


‘rel produced, will “enhance ma-| 


terially” the value of stocks of| 
companies “with large reserves,” | 
such as Barnsdall. 


Heavy Willys Holdings 


Floyd Odlum estimated Con- 
vair’s unfilled orders at $207,000,- 
000, of which about $170,000,000, 
including experimental work, 
could be classed as military. But 


‘unfilled orders are largely theo- 
| retical. 


Buyers can, and some-| 


fore tax adjustment, was $42,-. ; eee. |times do, cancel. 
976,341. _ Atlas’s “regular” oil invest-| The Convair picture isn’t pretty, 
I have kept in fairly close touch|™ments are Cities Service, Gulf,|put Odlum said: “I intend to! 


with Floyd Odlum as he dug) Ohio, Phillips, Pure, Sinclair, the|make Convair the best aircraft 
.| Standards of California and In-|concern in the country—with the 


deeper into L’Affaire Convair. . 


Some people have said that his| diana, Texaco and Tydol. Its au-|best engineering and production 


thoughts about Victor Emanuel 
were quite unprintable, but Od- 


tomotive list: Chrysler, General | 
Motors, Nash, Studebaker, and— | 


and sales departments.” 
And he added: “I intend to put | 


| ° ® ‘ | 
lum emphasizes that he is still a| largest in this group—$784,875 in this company in the black for the 


| 
| 


“friend and admirer” of the man 
who dumped this super humpty- 
dumpty in his lap... 

In addition to being one of four 
score companies in which Atlas 
has a substantial interest for its 
30,000 shareholders, Convair has 
become a very special “special 
situation” in which Atlas, and 
Odlum, exercise more active con- 
trol. Of Atlas’s present assets of 
about $60,000,000, he said, about 
$35,000,000 is in investments in 
strong dividend-paying companies 
and, “intentionally,” about $25,- 
000,000 in concerns which were, 
or still are, a bit rocky. 


Atlas Profits on Them 


Odlum moves in on such situa- 
tions when he believes he has| 
found the “reason” for the trouble | 
and when studies lead him to} 
think that he and his associates | 
can do something about it. 

For more than 25 years his treat- 
ment has been beneficial to a lot 
of industrial, utility, merchandis- | 
ing, amusement and other enter- 
prises—and to Atlas’s own share- 
holders. Reporting last February 
for the 1947 year, he told Atlas 
owners that in the 10-year period 
ended Dec. 31, 1947, “your com- 
pany disbursed to shareholders 
dividends amounting to $25,749,- 


‘Hiram Walker 


Willys-Overland. Its beverages: | 
National, Schenley, Seagram and | 
distillers, and) 
Orange-Crush. Others include) 
Federated and Gimbel department | 
stores; Montgomery Ward and/| 
Sears, Roebuck; Remington Rand. | 

Atlas is a sizable holder of both | 
common and preferred in Indian | 
Motocycle; owns about $4,000,000 | 
of Hilton Hotels preferred and) 
common, and is gambling about} 
$500,000 on the future of Mickey 
Mouse, through securities of Walt 
Disney Productions. 

On Dec. 31 Atlas still held $1,- 
515,750 in Paramount Pictures’ 
common, but it no longer controls 
or participates in the management 
of that company. 


Young Offers Discounted 


For some months Odlum was) 
willing to sell RKO control. The 
Atlas RKO holdings in February 
were valued at $8,000,000. In 
seven years Atlas had _ turned | 
RKO from one of the least to one 
of the most profitable movie con- 
cerns. Odlum told me that his 
regime had a profit of more than 


; 


$10,000,000 for Atlas shareholdérs |" 


'on RKO appreciation and divi- 


dends. 
Robert R. Young (who, in addi- | 


year 1949!” 

Odlum has small hopes for the 
private plane business. “Few pri- 
vate plane companies have made 
any money. About 97% of these! 
planes are bought, not by individ- 
uals for pleasure, but by com- 
panies and others for business.” 


May Expand Advertising 


The transport business may ex-| 
pand a bit. “If need be,” he ex- 
plained, ““we may form a company 
to finance airline purchases of our 
planes.” 

Convair is borrowing up to $20,- 
000,000 from a group of banks to) 
finance completion of its orders. 

But Odlum’s main hope rests 
on Convair’s part in the nation’s 
rearmament program. 

Convair may expand advertis- 
ing this year, under William A. 
Blees, vice-president for sales, 
and V. C. Havens, advertising 
manager at San Diego, through 
Young & Rubicam. But probably 
it will not soon return to the war- 
time level of $1,500,000. Odlum 
thinks the plane makers have done 
“a lot of foolish advertising.” 
Last year, Convair budgeted 
$500,000, but spent only part of 
it. The carryover will help to in= 
troduce the Convair-Liners. “But 


| years, 
'“Odlum of Atlas” in September, 
|1935, and Forrest Davis described 
|him as 
|Street” in The Saturday Evening | 


idly expanded. 

: To 1,000-Acre Ranch 

The four present leaders in 
backlogs are United Aircraft, 
$270,000,000; Boeing, $250,000,000, 
and Convair and North American, 
about $200,000,000 each. Those 
with more than $100,000,000 each 
are Curtiss-Wright, Douglas, Lock- 
heed, and Martin. 


Is the rapid and complete 


|change in Convair’s prospects a| 


lucky coincidence? Or was it em- 
braced, months back, in Floyd 
Odlum’s vision? .. . 

I flew out to San Diego via Fort 
Worth with a group of associates 


'of Odlum and his wife, Jacqueline 
|Cochran, 
| bomber. 


in a converted B-24 
The next day I went 
over the mountains in a little blue 
Stinson plane to the 1,000-acre 
Cochrane-Odlum ranch, 50 feet 


below sea level, near this desert | 


town, about 25 miles from Palm 
Springs. 

I approached the interview with 
some misgivings. 


since Fortune published 


“The Tinker of Wall 


| Post of July 10, 1937, had the man 
| been presented in journalistic de- 
| tail. 
Associated Press saw him in 1941 
|had he even granted a feature in- 
| terview. 


Not since Max Hill of the 


Odlum Writes ‘Insert’ 


Not in a dozen} 


“The art of correcting a busin s; 
| that has fallen on evil days les 
| not in knowing personally how 
| fix a motor or build an airplan 
or make a picture or generate 
| electricity, but in applying the 
‘business or financial principle; 


tion of each, and in knowing how 
to find men who can apply the 
technical detailed knowledges 
needed by any particular con. 
pany. 

“To make a good egg souifle 
(Odlum spells it suffle) it isn’ 
necessary to know how to lay an 
}egg. When I went to work (for 
|Sidney Z. Mitchell at Electric 
Bond & Share he said: ‘Don’t 
spend your time learning how to 
build a motor. You can hire 
plenty of men at comparatively 
small salary who will do this bet- 
ter than you will ever be able to 
do it. Stick to the important, basic 
things.’ ” 


Called Mystery Magnate 


Odlum had been pictured by 
some as cold and calculating—de- 
void of “social sense.’”’ Because he 
kept out of the limelight and be- 
cause his methods often were un- 
orthodox, he was a magnate of 
mystery who ruled a financial 
world from a desert hideout, pull- 
ing strings that stretched from 
Italian Superpower to United 
Fruit’s banana plantations in Cen- 
tral America. 

I knew that he works only a 
few months a year in the sky- 
scraper office at 33 Pine St., New 
York, where Atlas Corporation 
houses its 60 workers. I had 
talked with bankers who had 
never seen him in Wall Street 
(although the Pine Street building 
also is No. 40 Wall!). 

The $1,000,000 ranch with its 
buildings, groves and golf course 
made a green-brown splotch in 
the gray desert. In the center of 
a green, near the main house, was 
the square blue of the pool. 

The pilot dipped the Stinson’s 
wings. We circled the layout 
Some figures waved and we waved 
'back. A car was waiting at the 
|Indio airport. We drove out a 
couple of miles past ranch houses 
|amid citrus and palm groves and 
' walks bordered with bright desert 
flowers, to the separate community 
which is the C-O Ranch. 

A hostess said I’d find Mr. Od- 
‘lum in the pool. He asked me to 
| join him. 

Not Stopped by Arthritis 


| The man was cheerful as we 
splashed lazily in 96-degree water 
/under a blue sky and the desert 
/sun which pushed the thermometer 
‘at poolside to 95. To ease the 
/muscular pain of arthritis while 
|'swimming he wore little red life 
'preservers. The third person in 
|the pool was Mrs. Bernard Gimbel. 
The other guests were scattered 
about the ranch, some on horses, 
some on bicycles. I caught 4 
glimpse of Jackie Cochran in 
slacks and yellow sweater, driv- 
ing a golf ball down a fairway. 

Floyd Odlum has done many 
things in his 56 years. He /has 
been, for example, an assistant 
librarian and a law clerk. Bluve- 
eyed, mild-mannered, he cold 
pass for either, still. 

Now and then, someone v0 
had to be answered immediat:ly 
would call on the telephone. I'ss 
Cecilia Edwards, his secreta’y. 
would carry the phone on a 1'0- 


‘foot extension cord from 1e 
|house to the pool. 
Floyd Odlum contracted = °- 


The title of that Post piece still \thritis suddenly about six ye ° 


rankles. It was, Odlum 


“most misleading.” And he aoe eto oa 


bled this as a suggested insert in 
my story: 

“It’s quite true that he has man-| 
aged, over a succession of years, | 
widely diversified enterprises. He 
is in effect a corporate doctor. | 


This does not make him a tinker 


says,|ago while doing war work ‘0 


He has not let 1 
cramp his style. 

He believes that the worst °! 
his physical troubles are o\ ° 
After four months with base ‘ >- 
erations at the ranch he said 1 
felt a lot better. (He commu °s 
weekly by plane to San Diego ¢ 


any more than a general diagnos-|Los Angeles.) His chest and b: ¢ 
tion to railroads, controls Pathe because of the high cost of pro-/tician is a medical tinker. ‘head, with gray tufts of h 


common to all in the rehabilita- | 
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Sincss Me ound it, were sun-browned. As/|long after that his name was ap-|a Mormon elder. They were di-| walked the four miles to Wall) ica, picking up hundreds of mil- 
S les fo lunched, en buffet, with Mrs. | pearing in. lists of the select few | vorced in 1935. Street. lions of dollars worth of public 
ow to MG mbel and several assistants on|who “run America.” Big Chance Came in New York But he got the job. utilities as other traders would buy 
plane hat easterners would calla porch| Admitted to the bar, he planned | It was at the start of the hold- | coffee or olive oil. 

1erate ut must have been a patio, he|to hang out his shingle in Rock} In 1917 the Odlums, still poor, ing-company era. Soon, Odlum In 1923, he and George H. How- 
Z the Mol’ corny Macy-Gimbel jokes. | Springs, Wyo., because he’d heard|managed to get to New York, was learning finance, too. He 

ciples h Is ‘Special Situation’ |of a dearth of lawyers there. But where he had a chance for a $100-| moved to the legal department of 

Vilita. | name ares — |instead he accepted a traveler’s|a-month job with the law firm) Electric Bond & Share. In 1921, | CAR CARD ADVERTISERS! 
g how fterward, we piled into a car| offer of a return-trip railroad stub| of Simpson, Thacher & Bartlett.| Sidney Z. Mitchell, utilities mag- s2ND FOR 

y the (for a trip around the ranch. He/ to Salt Lake City for $5—and took He didn’t possess a pair of black | nate, made him vice-president of FREE SAMPLE 

»>dpeltalked merchandising as well as|q $50 a month legal clerk’s job | shoes to match his dark suit, and| that company. He was 29 years | POMT-OF-SALE Can Cand nOLOER 

cor. Mgagriculture as he showed the great| with Utah Power & Light. 'so Mrs. Odlum “dyed” his brown | old. | "CARDISPLAY’ 


orchards burdened with grape-| When raised to $75, he married | ones with black shoe polish. Lack-| Before long, Floyd Odlum was | 
ou‘lle fl fruit, which he sells to American | Hortense McQuarrie, daughter of ing a nickel for subway fare, he| touring Europe and Latin Amer- | CARDISPLAY CO., 1004 Marqestio Ave , Minneapolis, tian. 
isn’t Fruit Growers Exchange, and the 


ay anfgfile of a half-dozen male date 
k forfagpalms, which have something or 
ectric Mother to do with the hundreds of 
‘Don’t female palms nearby. 
ow to In 10 years the ranch has grown 
hire Mg trom 60 acres of raw desert to} i 
tively 1,000 acres, of which 200 acres| 4 eio oo be oo So ee 
ed beelgpsll gg peter — ag Striking Reproductions Require 
ble to Me been sunk 600 feet for water.| im Be seg ne : 
basic @ Soon more water will be available, | Sie: Pi etait iy if . Fine Coated Paper 

and more acres cultivated, with - - rete 7 By 4 

the help of the All-American ir-|§ 1 wee f ound . This dramatic photograph of Danny Kaye, ina 
; rigation canal from the Colorado - oe ae ui : ; Ate 
id by Mf river. f ae = scene from “The Secret Life of Walter Mitty, 

ey ° “ * * r mi i . aa 4 me we mp i . - p 

p—de- i The ranch is a “special situs-| we . was featured in a recent issue of BOXOFFICE 
ise he tion,” too. Odlum intends to make | Him : 5 : ; he Pies : : : , 
d be- {Mit profitable. | se aiaee 73 5 2 x a 3 te Magazine as a winner of its Blue Ribbon award. 
e un- The interview on the lawn later | iii 6% : a 4 “a : 
te of Mf was interrupted by the arrival of | J : ha - : Vy ™ To obtain realistic reproductions of such 
ancial Ha couple of prospective RKO-| Mi ta? SO ee CE la photographs a fine coated paper is essential. 
pull- MM buyers from the East. I offered : 28. , a Home ee — B h BAERS, Cini ieee 
from J to excuse myself. But Odlum told | mm ae 4 _¥) oxoffice has standardized on Consolidate 
Inited # me to “stick around; I’ll be through | zs A. ‘ - ; Coated and uses it regularly. 
Cen- @ with them in five minutes.” But 


I left them alone and went into 
nly ag@the living room to study reports. | 


ll Talks with Hughes | 
ration When I came out again Odlum 
had already was back in the pool, 
had talking with Howard Hughes over | 
Street fe nat phone. The rest of the inter- 
ilding 7 was conducted from bank to 
pool. 
th its I put to Odlum the question I’d 
asked Robert R. Young en route 


sourse 


ch inte © Palm Beach three weeks be- 
ler of fore: “Do you want to be Presi- 
ewes dent?” He laughed and said, no, 
F ne didn’t. But he once wanted to 
snoni*s be on the Supreme Court. 

ayout At different times, Floyd Odlum 
vaved fe as wanted to be and do a lot of 


t the Mg ‘2ings. A reporter who became a 
lawyer who became a financier 


libs and business doctor, he said, “I’ve 
s and “Ways regretted that I never be-| 
Jesert me “ame a medical doctor.” 

unity But when he lined up for first- 


year registration at the University 
3 f Colorado at Boulder he had in- 
. Od- ‘ 
tended to be an engineer. 


t 

sol Born in a Methodist parsonage 

at Union City, Mich., on March 30, 
is 1892—the youngest of five chil- 
‘Ss we iren of the Rev. George A. and 
water [i Zllen Anderson Odlum, whose in-| Photograph Courtesy of SAMUEL GOLDWYN PRODUCTIONS, Inc. 
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ard pooled $39,600 to form United; 


States Company, predecessor to 
Atlas, and one of the first “invest- 
ment companies.” Its sole busi- 
ness was to sell shares to a lot of 
investors and then to invest this 


capital in companies which sold | 


more tangible things. The theory 
was that this process spread the 
risk of investment by giving even | 
little investors pieces of varied | 
enterprises. 

They had to learn by doing, and 
they made mistakes. In 1926 Atlas 
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took a drubbing. But in the next 
decade Atlas multiplied its assets 
to $140,000,000—acquiring the re- 
mains and portfolios of 22 other 
investment companies. Among) 
these were the $22,500,000 Gold-| 
man Sachs Trading Company and 
the $17,500,000 Sterling Securities 
Corporation. 

In mid-1929, when millions were 
sure the boom market would last 
forever, Odlum converted almost 
all of Atlas’s holdings—then about 
$14,000,000—into cash and -quick 
assets. For a time Atlas became 
an investment company without 
investments. 

When the stock market crashed 
and hordes of enterprises were 
caught in the depression which 
followed, Atlas was solvent. Soon 
Odlum was betting on recovery. 
He bought humpty-dumpties, and 
became proficient in putting them 
together again. 

Atlas the company and Odlum 
the man have become largely 
synonymous. When I told him I’d 


heard reports that he was worth 


$100,000,000, he replied, “People 
confuse my resources with those 
of Atlas. Actually, as president of 
| Atlas, I’m simply the manager of 
|the investments of 30,000 people.” 


Not Largest Stockholder 


Not Odlum but George Howard 
is the largest Atlas owner, with 
150,000 of its 2,000,000 shares. But 
Odlum is the largest holder of 
Atlas option warrants. Howard is 
not listed among Atlas’s five di- 
rectors or seven officers. Odlum 
and L. Boyd Hatch, executive 
vice-president, are both. Other 
directors are Oswald L. Johnston, 
vice-president and secretary; 
Harry M. Durning, and United 
Fruit’s Samuel Zemurray. Howard 
is a lawyer. Durning, now col- 
lector of the Port of New York, 
was Odlum’s boss 30 years ago 
at Simpson, Thacher & Bartlett. 

For many years Atlas—in spe- 
cial situations—has mixed man- 
agement with investment. “If we 
think we can find the reason why 
a company has slipped,” Odlum 
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explained, “we'll go in for any 
amount—and for the long pull.” 
He claims that the reorganiza- 
tions, by and large, have been 
quite painless: “We try to utilize 
the forces already within a com- 
pany—to correct a situation, if 
possible, with little change in 
management and personnel.” 


17 directors survived the transfe 
from Emanuel to Odlum contro), 


president. 
Timing Works Both Ways 


The timing sense works in re- 
verse. “We’ll take a loss if neces- 
sary to insure against continuing 
losses,” he said, “and we'll sell 
anything Atlas owns, at a price.” 
But I confirmed a story of one 
company Atlas had backed at a 
loss through the depression, 
mainly to keep its 700 employes in 
: ae 

And from other sources | 
learned that he rarely parts com- 
pany with an associate, and he 
never forgets a favor. 

Odlum admitted, with a wry 
smile, that—like most of the rest 
of us—he’s simply another squir- 
rel in a treadmill. Probably his 
wealth is nearer $15,000,000 than 
the reputed $100,000,000. “I 
haven’t striven for wealth,” he ex- 
plained. “But I’d hoped to find 
|security by the time I was 40. 
I’ve no more real wealth than 
then—and maybe less security. . . 

“I was doing well enough then, 
at the bottom of the depression. 
But I found I couldn’t lay aside 
my _ responsibilities. Too many 
| people depended on me... Also, 
I discovered that there’s no such 
thing as financial security. I have 
'to keep a grip on things. . .” 


Works Late at Night 


He paused, and pointed to one 
'of his ranch hands, some distance 
away. “Maybe I’ve less security 
| than that Mexican.” 
| The man sat there chain-smok- 
jing Camels. He was direct and 
friendly. But always he is in pain 
from arthritis and always, I 
| think, lonely. . . 
| (Here Odlum observes, “At 
|least when Jackie isn’t around.”) 
| For long hours in his room at 
|night, after the industrialists and 
the stars and the just plain peopl 
pe likes to have as guests have 
gone to bed, he weighs the prob- 
‘lems of scores of enterprises. On 
a yellow pad he tallies figures and 
| outlines plans. A good memory 
/helps to fill in the outlines. 

Rarely does he go through ; 
factory. He has seen few of the 
actual processes of making a Con- 
|vair plane or an RKO film. But 
when he goes to Los Angeles on 
|RKO business, RKO in effect 
|moves into his hotel room. The 
|day after my visit he transfer: 
|a scheduled Convair meeting from 
|San Diego to the ranch by the 
|simple process of flying Convuiir 
— there. 


A Sentimentalist 

Odlum’s closest associates ;a) 
that he is “a sentimentalist w th 
a strong social consciousness.” ‘Je 
_has served as president of Am¢'i- 
/can Arbitration Association «nd 
|New York Neurological Institi te, 
and is chairman of the Lovel.ce 
|Foundation for Medical Edu a- 
| tion and Research, a clinic oper 't- 
_ing along “Mayo” lines at Al! u- 
|/querque, N. M. He has just 
come a trustee of the newly- '- 
‘ganized National Rheumat ™ 
|Foundation. Odlum believes t 2! 
|“something can be done” to hl 
| the 7,000,000 in this country v 
_are suffering from arthritis. 
He is also a trustee of Verm "! 
Academy, a boys’ school. 
| From Sept. 1, 1941, to Ma <b 
31, 1942, Floyd Odlum served 35 
director, division of contract c 5 
tribution of the Office of Prod: °- 
tion Management (later 


Although only eight of Convair’ s | 


the chief executive change was in | 
Odlum becoming chairman to suc- [ 
ceed Irving E. Babcock, Avco's | 
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,ere (it was Harry Bruno’s idea 
id execution) was preparing and 
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If Floyd Odlum has two special 
justrial interests they are avia- 
ton and movies. His “timing” 
sense was especially acute when 
Atlas moved into RKO several 
months before Pearl Harbor. He 
foresaw that war, consuming a 
lot of oil, would curtail motoring. 
The movies would profit by it. 


RKO Return Up 21 Times 


In 1940, RKO’s percentage of 
return to invested capital was the 
lowest of the movies’ Big Five. 
By 1946, while Warner and Para- 
mount had trebled their return, 
respectively to 14.7% and 25.6%, 
20th Century-Fox had multiplied 
it five times to 20.7%, and Loew’s 
(M-G-M) had _ increased only 
24% to 11.6% ... RKO’s return 
had been boosted 21 times, from 
0.8% to 16.9%. 

Floyd Odlum did it not by 
pinching pennies, but by show- 
manship and promotion. 

In one of his rare public writ- 
ings, for the November, 1947, An- 
nals of the American Academy of 
Political and Social Science, he 
drew a distinction between ex- | 
travagance and wastefulness in| 
movie production: 

“The motion picture industry is | 
the only one that can commit. . -| 
extravagance (that is ‘planned 
open-handedness’) and actually | 
capitalize on it to advantage and 
profit. Hollywood is selling am! 
our... idealism, make-believe, | 
and the boundless profligacy of | 
the human spirit. A part of that 
glamour is derived from planned 
extravagance.” 


Discounts Own Ad Sense | 


Yet “in Hollywood there is a| 
core of business men who are as | 
calculating stewards of the com-| 
pany’s money as can be found in 
any industry anywhere. They | 
have made an artistic industry out | 
of a groping art. Extravagance is) 
an intrinsic essential of the effi-| 
cient business of entertaining | 
people. Waste is not. It is the | 
determined aim of studio man-'| 
agements to eliminate waste.” 

Unlike many another magnate, 

loyd Odlum makes no claim to) 
his own ability in advertising. But 
he has opinions about it. He be- 
lieves that, basically, “advertising 
is essential to create consumer de- 
mand.” Yet he wondered if 
“good-looking women really sell 
cars.” He questioned the effective- 
ness of the rash of “fear” copy, 
and he finds “too much ‘cure’ in | 
tobacco advertising.” 

“Reminder advertising,” he said, 
“is the only way to promote a 
widely-sold product.” 

Finally, I asked three questions 
vnich Floyd Odlum preferred to 
mull over and reply to in writing: 


a 


Answers 3 Questions 


Juestion: “To what extent have 
’ assets of the ‘special situation’ 
Companies been appreciated by 
A'las management?” 
inswer: “One cannot answer 
t question accurately because | 
1 involves opinion. For example, | 
Ri<O holdings represent an ap-| 
Pi ciation to Atlas ... of perhaps_ 
1.5 or 150% on the money in-| 
v ved. But how much of this is| 
¢ to Atlas management cannot | 
be stated. 
Atlas took over Utilities Power 
& Light, completely reorganized | 
\' sold off the various properties, | 
| made $15,000,000 profit in so) 
ng. 


S not appreciating marketwise,” 
‘ increase “was due almost en- 
ely to Atlas management.” 

About 15 years ago Atlas took 


Inasmuch as the public) 
lity industry was having hard| 
dding during this period and | 


interests, “I may be led into any 
field—including the foreign field, 
which has wide possibilities.” 


over Bonwit Teller when it was | has had “a varying role ... a|Light, advertising—other than the 
losing heavily and had net sales|very heavy role in connection | so-called normal institutional ad- 
of only about $3,000,000. Atlas/with Bonwit Teller and Franklin/vertising—had no part in their! 
“sold these holdings at a hand-|Simon and RKO. RKO did more|reorganization or rehabilitation.” 
some profit a year ago, when an- advertising percentagewise in re- The third question, somewhat 
nual sales had risen to $14,000,-|cent years than any other major | paraphrased, was: “Where do you 
000. . . However, specialty stores | motion picture company.” In the|go from here?” 

that were able to weather the de-| process, RKO rose “from almost) Floyd Odlum found it “impos- 
pression also prospered without the bottom to near the top of the|sible to answer. Given health, I 


MAGIC WORDS fa 
That Sell by Mail 


Atlas’s help. . .” list. Many millions have been| expect to be carrying on Atlas in-|| Sihas” det. ‘sec "maximum “orders = 
Question: “What part has ad-|spent by RKO in advertising each|terests five years from now as |  ~ Way. MW “sat topes 
mail order specialists. Established 1926. 


|\they have been carried on gen- 
in such/ erally in the past.” 
Because of the diversity of Atlas 


vertising played in the rehabilita-| year. 
tion of these companies?” | “On the other hand, 
Answer: Odlum replied that uhecumanice as Utilities Power &| 


ARTWIL COMPANY, Advertisi 
26-8 West 48th St, New York 19, New York 
PLaza 7.1355 


To sell 
anything 
men 
buy... 


thousand circulation in POPULAR MECHANICS 
because our readers—having the PR M. Mind—read 


ads deliberately. 


* That means ANYTHING from shirts to 
shave cream...moccasins to motor boats 
... bus trips to bowling balls... cigars, 
photo film, wire recorders, topcoats, lug- 
gage, sunglasses, hair tonic, lawn sprin- 
klers, binoculars—a list without end. 


More than ONE MILLION circulation 
... more than 414 MILLION male readers 
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Percent of Evening Papers Sold 
in 8 Best Suburban Counties 
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More Journal-Americans Are Sold In 
New York’s 8 Best Suburban Counties 
Than All Other Metropolitan 


Evening Papers Combined. 


OF the twenty counties in the New York 
A.B.C. 50-mile suburban zone eight stand 
out as having the greatest sales potential. 
They are closest to the metropolitan area; 
have 72% of the suburban population; buy 
73% of all retail goods; pay 82% of sub- 
urban fncome tax returns. Included in the 
group is the world’s richest suburban com- 
munity—Westchester County! 


In this lush market of higher-income families 
the Journal- American is by far the most 
widely sold metropolitan evening newspaper 


- more than all other evening papers com- 
bined. Significantly, the Journal - American 
outsells its competition here to an even 
greater degree than in the city proper. 


Journal-American leadership in New York's 
“blue chips” counties confirms the point: 
never discount quality just because it comes 
in quantity. A newspaper with the strong 
popular appeal of the Journal-American... 
over 700,000 readers daily ... plays a dom- 
inant role in the plans for better living among 
all kinds of people. 


YOUR STORY STRIKES HOME IN THE 


SCAN AMERICAN NFL PAPER | 


A HEARST NEWSPAPER 
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NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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\market information about the | 
regions covered by these news-| 
papers. One analysis points out| 
that the people who read weekly | 


Gibson Account to Grey 


Gibson Distilling Company, New 
York, division of Schenley Distil- 


Weekly Papers’ 
Circulation Rose 


FREE Be sure to see 
BANKADS bank 
advertising service. Every 
ad illustrated with timely 

e-catching photo. Com- 


se 


| : plete with copy and type lers Corporation, has switched its | : 
. setups in mat form. § . , . . ’ newspapers spent approximately | 
: Write for FREE Proet: account from Kastor, Farrell, 700,000 in 47 '$43 billion in retail stores during | 


Chesley & Clifford to Grey Adver- | 


New Yorx—The total circula-| 1947. 
The directory sells for $6, with 


a special price of $1.50 offered to) 
publishers listed in the directory. | 


| 
i 


10 Bast 38th St., New 


tions. EYE*CATCHERS, 4 
York 16, NY. 


to call for a $500,000 program. (tion of weekly newspapers in- 
creased by more than 700,000 dur- 
, |ing the last year, according to the 
Whats La 1948 Directory of Country and 
y o uw r Future? Press Association. N. Y., has appointed Byrne, Har- 
The advertising rate per news- | rington & Roberts, New York, to} 
Can your Product or Service be sold to the Dairy | Paper jumped from an average of|handle advertising for Glo, new 
profitable if you get ga of the $7 a ‘that there are currently 8,381 a. a Ba oan MI planning 
ee ae 2 e best _ i —_ lweekly, semi-weekly and tri- newspaper test campaigns. | 
: -¥ ... most authoritative weekly newspapers published in . . | 
Dairy publication since 1912. ‘towns of under 50,000 population, 1€Y Appoints Lindsay | 
é : vertising Agency, New Haven, to 
these Saas 6 ane & op gt a handle advertising and publicity 
| an average of 1,004 for each paper.) to, the Tru-Flex ski, an alumi-| 
In addition to information about| nym alloy ski. The initial pro-| 
327 SOUTH LA SALLE STREET, CHICAGO 4 
~ | Perth Amboy, N. J., is a newcomer to 
| the ranks of can-packaged grocery 
- ° | items. The cone-topped lithographed 


tising Agency. Plans are reported | 

cently published by the American!) pen Lee Products, Inwood, L. I.,| 

Industry? If so ... Your Future will be actively inch. The new directory shows| oscillating massage with infra red | 

‘a year ago. Total circulation of|Conn., has appointed Lindsay Ad- 
7 el ore 
da) Milk Plant Monthly =: 
* Publications 

papers, the directory also includes| consumer publications. | syrup, made by Allied Food Industries, 


Suburban Town Newspapers, re-|Gets Glo Account 

45 cents per inch to 49 cents per electrical device which combines | 

ABC dadtead Since 1929 an increase of 69 newspapers over| Tey Mfg. Corporation, Milford, | 
‘both APA and non-APA news-| gram will involve trade, class and) CANE & MAPLE—Mother's Pantry 
metal pack is expected to win wide ac- 


ceptance because of its no-breakage 
feature. 


‘MAB Data May 
Figure in CBS 
Audience Claim 


| New Yorx—The Columbia 
| Broadcasting Systema, which has 
| been plugging itself on the air 
and in print as the network 
“where 99,000,000 people gather 

every week,” has advanced a 
inew claim—that CBS “reaches 
more people than read all the 
+mMagazines published in the 
United States.” 

This comparison was used in a 
recent spread—a part of Colum- 
| bia’s continuing business paper 
campaign. 

Asked what figures he had used 
/as a basis of comparison, Victo: 
M. Ratner, vice-president in 
charge of advertising and sales 


“Mother was right!” 


“Mother was right. GOOD HOUSEKEEPING is the most useful of all 
women’s service magazines.” This is the opinion of the majority of 
today’s young-marrieds. (See facts below) 


“Mother was right!” 


“Mother was right. GOOD HOUSEKEEPING is the most interesting!” 
Today’s young homemakers find GOOD HOUSEKEEPING more in- 
teresting than any other women’s service magazine. (See facts 


“Mother was right!” 


below) 


‘Mother was right. GOOD HOUSEKEEPING should be read regu- 
larly!’ Mother's married daughters read this magazine more regu- 
larly than any other women’s service magazine. (See facts below) 


a 
Right | Just as their parents did, today’s 


young homemakers — brides and 
young-marrieds—turn to GOOD HOUSEKE®PING for sound, practi- 
cal advice in solving their homemaking problems. They know that 
all information — editorial or advertising — is carefully checked by 
GOOD HOUSEKEEPING’S investigation authorities. 


+ 
Rig 1 | GOOD HOUSEKEEPING sells goods! 


And it sells to newlyweds and young- 
marrieds—today’s greatest market for household goods and pack- 


aged goods, 


' promotion, said: 

“We got all the figures we could 
find and took the highest. Nobody 
in his wildest notion ever sug- 
gested that 99,000,000 people read 
magazines.” 


Looked at MAB Figure 


Questioned specifically, Mr. Rat- 
ner said that among the statistics 
|he looked at was the 77,550,000 
magazine audience figure released 
recently by the Magazine Adver- 
| tising Bureau following a study 0! 
45 publications (AA, March 1). 

The MAB audience figure in- 
cludes persons 15 years or older. 
The CBS 99,000,000 audience, 
| based on BMB figures and a Co- 
lumbia study for daytime, counts 
| 
|persons 10 years old and ove’, 
| Mr. Ratner said. 


| The latest CBS promotion alo 
|/emphasizes physical improvements 
in the facilities of the network. 
|pointing out that since 194! 
“almost every CBS station—10/ 
newlyweds and young-marrieds named GOOD out of 162—has made speci ic 
HOUSEKEEPING as the women’s service major technological improv - 
magazine (1) they find the most useful, (2) they ments.” A station-by-station co) \- 
find the most interesting, (3) they read most | pilation of these changes will > 
made in a promotion pamphlet to 

be released soon. 
Meanwhile, Columbia has sche ! 
uled full-page advertisements © 
several newspapers to tell ‘5s 


Facts found by new Elmo Roper Study 


Of 10,274 young women interviewed, more 


regularly. 


‘ 


r. a to Advertisers and Agencies. A copy of Elmo 
Roper’s new study, “Young Women and Magazines,” is available for 


your inspection. See your Good Housekeeping representative! “program story.” A fall sched: ¢ 
in magazines also is under cc '- 
| sideration. 
We give this seal to no one— 
the product that has it earns it. Toronto Adclub Elects 
Harry T. Davis, account exec - 
tive of Stevenson & Scott, hs 
been elected president of t © 
Young Men’s Advertising a ° 


Sales Club of Toronto. Other « 
ficers elected are Ralph G. Morl« 


(F00D HOUSEKEEPING se4s.go0ds Se 


vice-president; F. H. Farr, se - 
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J. §. CofC Finds 
Business Hinges 
on World Affairs 


WASHINGTON—More than 3,000 
leaders representing all parts of 
the business economy went away 
from the U. S. Chamber of Com- 
merce convention here recently 
convinced that business prospects 
for the immediate future are 
more closely linked with the world 
situation than any item of domes- 
tic policy which either political 
party might advocate. 

Headliners among the more 
than 50 speakers on the four-day 
program included Secretary of 
State George Marshall, who called 
for a “consistent” foreign policy; 
ERP Administrator Paul Hoff- 
man; presidential economic ex- 
pert Edwin C. Nourse; Senate 
leaders Bridges and Wiley; ex- 
politician Jim Farley, and several 
dozen business men speaking on 
their specialties—prices, insur- 
ance, transportation, “human re- 
lations” and other topics. 

Dr. Nourse brought home the 
significance of world affairs on 
the business outlook with a pre- 
diction that high expenditures for 
military preparedness in the years 
ahead have allayed fears of reces- 
sion, and engendered a general 
atmosphere of confidence in busi- 
ness circles. 


Judgment Postponed 


The head of the President’s 
council of Economic Advisers saw 
improved chances of arresting in- 
flation, 
price cuts, good crops, settlement 
of the coal strike, and the opening 
of Great Lakes shipping a week 
ahead of time. 


as a result of strategic) 


manently reduced unless govern- 
ment spending is reduced. 
Participating in a panel on hu- 
man relations, Thomas R. Reid, 
vice-president for human rela- 
tions of McCormick & Co., Balti- 
more, warned “we must protect 
our American system of free com- 
petitive business with the same 
force we protect our individual 
profits.” 
| He said an active human rela- 
tions policy in his company has 
“paid off.” “Employes receive 
|profit sharing bonuses in addition 
to fair play and numerous secur- 
ity and opportunity benefits. Man- 
lagement has_ increased profits. 
'Stockholders have received extra 


ings.” 


Chambers Appointed 


E. R. Chambers, formerly sales 
manager of General Advertising 
Displays, Montreal, has been 
named sales manager of Paul 
Guimond Ltd., Montreal, window 
displays. 


Elliott-Haynes Names 
Bowden Branch Manager 


| Ralph F. Bowden, formerly 
| Montreal manager of H. N. Stovin 
& Co., station representative, has 
i/been appointed manager of the 
Montreal office of Elliott-Haynes 
| Ltd., national marketing research 
| organization. 
| Elliott-Haynes has added a 
visualization division, Photo-| 
Facts, which has been named to 
|represent Crawley Films Ltd., Ot- 
tawa, commercial motion picture 
| producer. 


ANPA Launches 1949 
Monograph Contest 


| 2,500 words and submitted to the 


vot | The subject for the 1949 annual | 
\dividends because increased pro-| monograph contest, conducted by | 
'ductivity has led to greater earn-| the American Newspaper Publish- | 


ers Association, New York, 
'\“How Readership Studies Affect 
News, Features and Advertising 
|in Newspapers.” This is the eighth 
‘annual competition which is open 
‘only to graduate and undergradu- 
ate students in a regularly organ- 
ized college, school or department 
of journalism. 

| Monographs must be limited to 


is | 


ANPA office through the dean or 
department head of the school in 
which the student is enrolled. A 
cash award of $500 plus a gold | 
medal will be awarded to the first 
prize winner at the 1949 ANPA| 
convention. Deadline for entries 
is Jan. 10, 1949. | 


431 S. Dearborn St., 


THE LETTER SHOP, Inc. 


WHAT ABOUT THE SALES 
YOU ARE CONTINUALLY LOSING? 


30,000,000 


CIRCULATION 
COSTS $1,000 
WRITE BOX 1236, CINCINNATI, OHIO 


| 
| 


. 


| 


| 
| 


But for the long run, he warned | 


that the foreign aid and defense 


programs postpone the day when 


we have to adjust ourselves to 
“real income” and that it will 


make “the ultimate attainment of | 


equilibrium more difficult.” 
Chamber President 
Shreve said “there never has been 
a time when the government 
needed to exercise such care be- 
fore contemplating new business 
controls on pleas of emergency.” 
He considered economy in gov- 
ernment essential to security. He 
suggested careful screening of 
public works as the first anti-in- 
fiation step to be considered. 


War Talk Criticized 


Jay D. Runkle, vice-president 
and general manager of Crowley 
Milner & Co., Detroit, warned that 
“it is just about as sensible to try 
to control prices at the retail 
level as it would be to try to con- 
ol the flood waters of the Mis- 
sissippi by building a dam across 
the mouth of the river at New 
rleans.” 

Mr. Runkle charged that “the 
‘opagandists in Washington who 
e trying to scare the people of 
e country into accepting con- 
ols are doing this country a 
eat disservice. 

“People who have lately come 
1m Europe say there is far more 
ir talk and more war propaganda 
er here than there is right in 
irope. We should ask our gov- 
nment officials why that. is so.” 
Glenn Gardiner, president of the 
ew Jersey State Chamber of 
ymmerce, touched at another 
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Progressive 


* Tk 


is 
Ameriea’s Number One 
Sportsman 
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Me 


Magazine _— 
Ce Pas al te % or 


Sx he aise 


ers | 


¢ Contest Winn 


aes = 


Harold Titus 


(Conservation), 


Warren Page 


the point-of-sale 
for more than 


600,000 


top-flight sportsmen! 


The most important measure- 
ment of any magazine is— 
“sales results.’ Sales results 
is the reason more advertisers 
used more space in 
Field & Stream in the first 
four months of 1948, as well 
as for the past 38 years, 
thanin any other sportsman's 
magazine! 


quarters and field editors. That's progressive 


Chicago 5.1 linois 


pic of special interest to the) 
‘legates when he characterized 
“haywire” the fact that today 
mericans are paying out more 
taxes than they are spending 
r food. 


Taxes May Rise Again 
“Unless we are vigilant,” he 
mtinued, “even the recent tax 
it may be only temporary be- 
‘use taxes cannot be per-| 


Editorial Staff 


Field & Stream maintains a permanent editorial 
staff at its publication offices—each man an 
active sportsman in his own right—each known 
by name and reputation to thousands of other 
active sportsmen. These headquarters editors 
and associate field editors include both nation- 
ally-known authorities and talented newcomer-. 

A few, names from Field & Stream editorial 
office doors read like a blue-list of leaders in the 
outdoor field. Headed by Eltinge F. Warner, the 
publisher, they include: Hugh Grey (Editor), 


(Shooting), A. J. McClane (Fishing), Lansdell 
Anderson (Boating and Camera Corner), Jack 
Denton Scott (Gun Dogs), Kip Farrington (Salt 
Water Fishing). Associate Field Editors include 
such famous names as Freeman Lloyd, Ted 
Trueblood, Robeson Bailey, Van Campen 
Heilner, Russell B. Aitken and Bob Nichols. 
These men are all journalist-sportsmen. Their 
staff-written articles speak the sportsman’s 
language in print. What they say is both under- 
stood and accepted as the word of authority. 
Only Field & Stream has maintained a staff of 
journalist-sportsmen that includes both head- 


publishing! 

Field & Stream’s editorial staff is the result of 
the most progressive publishing vision in the 
sportsman’s magazine field ! 


* * * 


In addition to editorial staff, Field & Stream can 
be measured by many other yardsticks—quality 
. advertising leadership . . . dealer 
editorial content . . . income 
reader desire studies , . .« 
. . publishing 
sales results. 


circulation. . 
influence .. . 
of subscribers .. . 
reader response ... reader service . 
leadership . . . prestige... 
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» » » » Ameriea’s Top 
usefulness of the management 


PURPOSE of the Survey 


To establish definitely the relative usefulness of six management 
magazines to America’s top business executives. 


WHO was surveyed? 


The following letter was mailed to 615 Board Chairmen and Pres- 
idents of a representative group of the most important commercial 
and industrial companies. Names were secured from Poor’s Regis- 
ter of Directors and Executives. Companies were selected according 
to capitalization, size within each industry, and diversification of 


business. 
GROUPS MAIL OUT 

Class I Railroads 29 
Large Steamship Companies 13 
Airlines 12 
Very Large Insurance Companies 56 
Banks with Capital and Surplus over $2,000,000 59 
Manufacturers (other than the Needle Trades) 

with Dun & Bradstreet ratings of over $1,000,000 446 


615 


(Reverse side of letter) 


AMERICAN RESEARCH FOUNDATION 
30 ROCKEFELLER PLAZA 
NEW YORK 20, N. Y. 


1. Which of the following magazines come to your 
attention at your home or your office - whether 


March 17, 1948 you read them or not? (Please check) 
Dear Sir: () Business Week ~ 
Will you do us a brief favor? (J Fortune 
We are endeavoring to ascertain which one magazine Nation! 
of a group of executive management publications is ener se Sentenee 
most useful to administrators of America's largest C] Newsweek 
commercial and industrial companies, 
Ti 

Will you take a minute to jot down your answers to C) Time 
the two simple questions on the reverse side of DD U. S. News and World Report 
this letter? 

CJ None 


We pledge to keep your reply strictly anonymous, 

and will be grateful to you for your help. 2. Of the magazines checked, which one is the most 
useful to you? ' 

Sincerely yours, 


oft eral — Comments: 


F. W. Leonard 
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P| Business Executives report on the 


t| magazines they receive «© «~ « 


_ 
RESULTS 
Question (1) 191 respondents made 767 mentions. 
This means that this group of top business executives 
receive an average of + magazines each of those under 
consideration, 
Question (2) “Most Useful” mentions. 157 answered this question. 
MAGAZINE NO. PERCENT 
U.S.News & World Report . “Most Useful” 61 38.9% 
Magazine B ...... . “Most Useful” 37 2Boed Yo 
MagazimeC ...... . “Most Useful” S31 19.83% 
Magazine DD ...... . “Most Useful” 19 12.1% 
Magazine E ..... . - “Most Useful” G 2B.3B% 
Magazime F .... . . - “Most Useful” 5 1.9% 
157 100.00% 
This study was made in accordance with the sraNDARDs for APPRAISING 
- MARKET and ADVERTISING RESEARCH prepared by the COMMITTEE ON 
RESEARCH of the American Association of Advertising Agencies. 
America’s top business men reported their management magazine preferences 
based on the relative wsefu/ness of these publications in their every day work. 
Results of this study now enable corporate purchase and quality consumer 
advertisers to base their selection of advertising media on the severest test 
of advertising effectiveness to which a magazine can:be put. 
The foregoing data are indicative of a marked preference on the part of 
America’s top business men for U.S.News & World Report. 
Any interested advertiser or agency executive may examine the com- 
plete list of individuals to whom questionnaires were mailed. 
There are also available complete details of the study, showing among 
other things, the coverage of these executives by each of the six maga- 
zines under consideration, plus data indicating the ratio of “most 
useful” mentions to “coverage” mentions. ‘. 
\f . , : 
U.8.News & World Report ; 
Circulation Guarantee 300,000 2 
At present delivering, since the merger of The a 
United States News and World Report, a : 
substantial bonus well in excess of guarantee 
* 
- NEW YORK 
SOSTON + PHILADELPHIA + CLEVELAND + DETROIT + CHICAGO + SAN FRANCISCO + LOS ANGELES + SEATTLE 
* USEFUL NEWS FOR IMPORTANT PEOPLE * 
ae 
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"Alter Public Shoe 
~ Habits, Retailers 
Urged by Roper 


Cuicaco—The average consumer 
has three pairs of shoes at most 
and, although he usually doesn’t 
realize it, one pair is worn out. If 
retailers and manufacturers will 
sharpen his awareness that this 
one pair is ready for the scrap heap 

: and will persuade him to change 
| his shoes once a day, he will prob- 
ably start buying more shoes. 

These statements were made by 
Elmo Roper, the public opinion ex- 
pert and marketing consultant, in 

4 an address at the National Shoe 
Fair here. He based his conclu- 
sions on two surveys that he has 
just completed for the National 
Shoe Manufacturers Association 
and the National Shoe Retailers 
Association. , 

The surveys showed, he said, 
that “hardly more than five out of 
10 people change their footwear in 
a normal day.” He said that if the 
trade will “sell the people on the 
need for changing shoes once or 
more a day,” the effect should be 
to “increase the variety and per- 
haps the size of the average shoe 


| for dress. 
‘of shoe buying, 
' brings the least foot trouble. 


|that, whereas older women tend | curing and promoting the mer- 
| chandise that consumers want and 


to buy one-purpose kinds of shoes, 


vom women buy two—one for 


comfort and activity and the other 
The latter philosophy 
he concluded, 


490,000,000 Pairs 


| W. W. Stephenson, executive 
| vice-president of the National Shoe 
Manufacturers Association, said 
| that if consumers in 1948 spend the 
same proportion of their income on 
| shoes as they did in 1947 they “will 
| buy, at present prices, 490,000,000 
pairs of shoes.” 

He said that “on a yield basis 
there has been no cost reduction” 
in shoe manufacturing despite the 
recent break in commodity prices, 
and that labor and some other costs 
have increased since last fall. ““Un- 
til costs come down, shoe prices 
cannot be reduced to any appre- 


‘avoiding extremes of over-buying 
|or under-buying that disrupt trade 
| stability.” 


Westinghouse, Philco 
Plan Radio Center 
Walter Evans, president of Wes- 


tinghouse Radio Stations, and 
|\John Ballantyne, president of | 
| Philco Television Broadcasting | 


Corporation, last week announced | 
their plans for the establishment 
of a Westinghouse-Philco radio 
and television center in Philadel- 
phia. 

The Westinghouse KYW build- 
ing at 1610 Walnut St. will be re- 
modeled to house the operations. 
Philco’s television station, WPTZ, 
‘will occupy the fifth and sixth; NEW WRAP—Triscuit, product of National Biscuit Co., New York, now appears 
floors of the center. | in a yellow wrapper with royal blue lettering and a color photo of the product 
itself. The reverse side carries a color photo of uses, along with a collection 

of recipes. 


Three to Sponsor Video 


mé 
ciable extent,” he said. , ; 
L. E. Langston, vice-president of Baseball Broadcasts be sponsored by the Atlantic Refin- | Agency, N. W. Ayer & Son and sp 
th N ti 1 Sho Retail A | Television broadcasts of the|ing Company, Davis-Buick and| Julian G. Pollock Company, all of tio 
he Nationa oe hetallers /4SSO-| American and National League | Philco Distributors, Inc. Respec-| Philadelphia. Each company will tin 
ciation, said that “retailers must baseball games on Stations WPTZ| tive agencies for the three com-|take its turn sponsoring an entire is 
be concerned primarily with se- and WCAU-TV, Philadelphia, will| panies are J. Cunningham Cox! game. 

& * 


* + * 


wardrobe.” 


Prosperous Change More 


Other survey findings: 
The young, the prosperous, and | 
the educated are more likely to | 
change their shoes than other | 
groups. 
People in their twenties own 
more shoes than do their elders. | 
But teen-agers are about on a par | 
with the national average. | 
Nearly two-thirds of the women 
have more than six pairs of shoes. 
More than a third of the women 
and half of the men bought only | 
one or two pairs last year, and 9% 
of the women and 17% of the men 
bought none. 
The average consumer’s “best” | 
" shoes are usually relatively new. 
But too many shoes are considered 
by the public to be part of their | 
shoe wardrobe, although the age, 
and description of the shoes indi- | 
cate that they have outlived their | 
usefulness. Therefore, the average | 
consumer’s shoe closet is not over- | 
ly well-stocked, if it can be called | 
well-stocked at all. 
The surveys showed, he said, | 


| 


The Best Way 
+ to Reach the 


nt dealer- 
the orders 
checks - - ; 
lines an 

{ office sup- 
85.6% are 
e National 
Equipment 


Farm equipme 
owners place 
and sign the 
select the new 


buy shop anc 
plies. The top 
members of th 
Retail F arm 
Association. 
First-read and best-read 
y is F.E.h. 
ade paper 15, — 
cheit ps4 official publica 
tion. 
ne oe 
«fe 
deans equipment 


1014 LOCUST ST. ST. LOwIS 1, MO 


Official Publication - National Retail Farm Equipment Assn 
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How to make your merchandising 
most effective 


ged by the Marketing 


Altace 


Today more than ever before, advertising must be made 
to work at the point of sale 


Some agencies have merchandis- 
ing ‘“‘departments.’’ Some have mer- 
chandising “individuals” in charge 
of merchandising. In still others, 
merchandising is the job of the 
plans board. 


But, today, most agencies recognize 
the importance of merchandising— 
of rallying dealer support to an ad- 
vertising campaign. 


And, oddly enough, one of the 
strongest points of a well-rounded 
merchandising program can be the 
advertising itself—if the dealer can 


oe Oe ae * x * * * 


be shown that the advertising is 
going to work for him right in his 
own neighborhood. For then he 
has more reason for tying in with it. 


In that respect, the 26 Sunday 
Magazines of Metropolitan Group 
deliver an average coverage of 67 
per cent in all cities of 100,000 pop- 
ulation and over. An average cover- 
age of 63 per cent in all cities of 
10,000 and over. Plus 4,000,000 
families in other productive markets 
—for a total national circulation of 
15,000,000! 


And, according to all available stud- 


: & 2: 2 24 -2 2.9% *&.* 


ies, these Sunday Magazines enjoy 
the highest cover-to-cover read- 
ership of anything in print. 
Their total reading audience is as- 
tronomical—and includes, of cours«, 
most of your dealers and distributors. 


All of which adds up—per $ investe 
—to more people in more market 
where more goods are bought. I: 
short, a terrific merchandisin; 
medium. 


Have you heard the whole Metro 
politan Sunday Magazine stor) 
lately? 
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\tional video programming is the 


NBC Consolidates responsibility of Norman Black- 
Radioand Video "ui: 


Major staff shifts to meet the 

New York—Working toward the | growing needs of television have 
day when the emphasis will be on been occurring periodically since 
television rather than radio, the | /ast September when Frank E. 
National Broadcasting Company | Mullen, executive vice-president, 
. consolidating most television|W45 assigned to direct sight and 
departments with their radio| 'sound broadcasting for the net- 


counterparts. work. 
Video advertising is the latest 


activity to be integrated into the Pompton to Mercready 


general network operations. Wil- 

liam E. Webb moves in to work ‘ +9 i pn song | 
under Roy Porteous, manager of | oble — Aggy ye ee a Mer_| 
advertising and promotion. Mr. | cready & Co. Newark, to handle 
Webb will be responsible for all} its advertising. 

television promotion with the ex- 


Hartmann Appointed 


H. Hartmann has been appointed 
general manager of Fresh’nd-Aire 
Company, Chicago, a Cory Corpo- 
ration division, manufacturer of 
air circulators and room humidi- 
fiers. He has been with the com- 
pany since 1944. J. W. Wallace 
has been named general sales 
manager, succeeding the late D. B. 
Huggard. 


General Electric 
‘Starts ABC Show 


“What’s My Name” will return 
to the air June 3 under the spon- 
sorship of the lamp department of 
the General Electric Company, | 
Cleveland. The program will be! 


heard over ABC at 9 p. m. Batten, 
Barton, Durstine & Osborn is the 
agency. 

Arlene Francis will star on the 
broadcast, which will feature a 
mystery character question, pay- 
ing $500 to the person who can 
identify the 
a famous personality. 


“scrambled voice” of 


ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We a complete copy for U. S. and 
Forei ountries — Astronomical and 
Astro Satend Data, Weather Forecasts, 

Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


Us hirago 


eke 


IN EXCESS OF 200.000 
ABC MEMBERSHIP 


pee ten T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK 


nder 


AVENUE, NEW YORK 


ception of network sales promo-| 
tion, now assigned to George Wal-| 
lace, manager of network sales | 
promotion. 

Television departments ew 
merged include network sales,| 
spot sales, press and station rela- 
tions. A major activity which con- | 
tinues to function independently | 
is television programming. Na-| 


ee ee ee a a oo ca 


ese are the 26 
Sunday magazine | 
picture sections of | 
etropolitan Group 

| 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 
ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


No, sir! Contest judging is 


a serious, scientific business 


. . . and the public is coming to realize more and more 
that contest winners just aren’t picked blindly out of a 


box, but are selected solely on the basis of merit . 


Unlike other national media, | 
Metropolitan Group is a na- | 
tional network of twenty-six 
(26) locally owned, locally 
edited, Jocally powerful Sunday 
Magazines ... printed in Gra- | 
vure for 15,000,000 families. 


Their Jocal ownership, local 
Viewpoint- local editing, local 
Power, add up to the greatest 
local patronage and popularity 
accorded anything in print. 


staff. 


Metropolitan 
Sunday Magazine 
Group 


0 fist 42nd Street, New York 17, N. Y. 


TRIBUNE TOWER 
CHICAGO 


NEW CENTER BUILDING 
DETROIT 


1SS MONTGOMERY ST. 
SAN FRANCISCO 


Most contest entrants now are aware that— 


| Contest judging has to conform with strict post- 
al laws and is subject to regular postoffice in- 
spection and approval. . 

Contest judging, to be fool-proof against pos- 
sible law suits, has to be based on a predeter- 
mined objective rating system that guarantees 
fair evaluation of every entry... . 


Contest judging is a specialized job that can be 
handled efficiently only by a large, well-trained 


This growing public understanding that contest judging 
is on the up-and-up can be traced largely to the reputa- 


j ota ee ee: ie FA Pinas 


IT JUST ISN'T DONE THIS WAY! 


tion of Donnelley’s Judging Service and to the wide pub- 


licity it has enjoyed. 


As a result, Donnelley-judged contests enjoy the trust 
and confidence of the contest public. 


So if you are thinking of a contest promotion, call us in 
early. Let our wealth of past experience and reputation 
help give your contest the public acceptance it deserves. 


OTHER DONNELLEY SERVICES: 


e DEALER HELP MAILINGS— including planning, supplying 
of mailing lists, printing, dealer imprinting, addressing, schedul- 


ing and mailing. 


e SELECTIVE MARKET MAILINGS—proved by exhaustive 
tests, national, regional and local campaigns. 


e MAIL-AWAY PREMIUM SERVICE—executed by an expert 
staff geared to handle volumes of requests quickly, efficiently. 


e SAMPLE MAILINGS—mass or selective coverage, including 
the complete job of addressing, packaging and mailing. 


ran. ee? he Cae 


THE REUBEN " DONNELLEY CORPORATION 


_-- 727 VENICE BLVD. | 
Los ANGELES 1, CALIF. | 
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Ward Joins Ebasco 


Robert A. Ward, founder-editor 
of Modern Distribution and for- 
mer economics editor of Modern 
Industry, has joined the business 
consultant staff of Ebasco Services, 
Inc., New York. He will special- 
ize in distribution problems as re- 
lated to new products and new en- 
terprises. 


Ulrope Directs 
Esso Sales 


New York—L. E. Ulrope, for- 
mer president of Colonial Beacon 
Oil Company (recently merged 
with Esso Standard Oil Company, 
New York), and general manager 


of the Esso Standard marketing | 
department, has been elected vice- | 


, E. H. Collins, former manager 
of wholesale marketing, has been 
appointed general manager of Esso 
| Standard, succeeding Mr. Ulrope. 
He has been with the company 
since 1919 and was elected a vice- 
president and director of the 
Pennsylvania affiliate in 1935. 


B. L. Ray, former Esso northern | 
regional sales manager, and G. Ww. 
Poorman, assistant to the presi-| 


Trend of Retail Prices in March 


George Neustadt, New York, checks all retail advertising 
of about 90 consumer commodities in nine cities to de- 
termine price trends. By special arrangement with Mr. 
Neustadt, ADVERTISING AGE each month shows the trend 
in prices, as well as total advertising support, of the 10 
most significant or interesting commodities of the month. 
Prices shown here are the midpoint prices, meaning that 


president and director in charge | dent since 1946, have been named | 
of marketing of Esso Standard. /'managers of direct and wholesale 
Mr. Ulrope joined the company | marketing, respectively. 


'35 years ago as a delivery boy, 
Makelim Appointed 


— 


CARTOONS for 
ADVERTISING... . 


later entering sales work and printed media, 


rising to district manager. In 1928 | Biltmore Flowers & Gifts hes 
he was instrumental in the forma- 


VIC TAKE & 
ASSOCIATES 


|placed i isi ith th 
ARCADE BLDG. * SAINT LOUIS tion of the Standard Oil Company | Fiallewood ee ee, reg one 
of Pennsylvania. |sociates. The account was for- W&M ws or wool dresses. .... 


merly handled by Batten, Barton, 
Durstine & Osborn. 


C of C Names McNutt 


George C. McNutt Agency, Oak- , 
land, Cal., has been appointed to. ~ om oo 
direct a campaign for the Ala-. Bedreem euites i Se 
meda, Cal., Chamber of Com- | Radi 
merce. Initial copy will appear © sets 
in Business Week. | 


| 


W&M untrimmed coats 
W&M millinery 
| W&M shoes 


eoeeeer ee eeeeeeeeee 


Pasting, Collating, etc. for 
SALES PORTFOLIOS 


| MIDWEST BINDERY 


549 W. WASHINGTON @ CHICAGO 
~~ RANDOLPH 3696 


Hae e CR V&V Bee eS yaw es 8 TS 


Commodity 
*W&M silk or wool dresses... . 
*W&M blouses 
*W&M untrimmed cloth coats. 
W&M millinery 
*W&M shoes 

Men’s wool suits............. 
Men’s topcoats 
*Men’s shoes 


re 


ee 


*Radio sets 


ee 


half the advertising for each item featured a higher price 
than that shown, and half featured a lower price. 
tabulation covers all advertising of each commodity in the 
measured cities—by all types of retail outlets and in all 


Average for month during March 


Advertising Linage Comparison 


*Linage at all-time high for March. 


The 


1948 1947 1940 
....$ 18.00 $ 17.76 $12.64 
Pe 5.75 2.43 
vi ee 40.60 11.78 
a a 10.32 4.33 
re. | 9.63 5.84 
.... 48.88 46.00 26.70 
vce) 42.16 25.32 
eee; re 11.20 6.00 
..-. 149.60 68.80 
osee Oe 78.40 34.32 

1947 1948 % 

Linage Linage G or L 
. 1,479,433 1,604,577 9G 
. 502,013 507,874 1G 
. 1,225,024 1,396,927 14G 
. 594,041 641,585 8G 
. 901,848 1,144,033 27 G 
. 556,292 1,009,622 80 G 
. 343,819 509,046 49 G 
. 216,267 358,294 66 G 
. 325,240 332,466 2G 
. 334,014 472,769 42G 


Radio Executives 
Approve Change 
in Rate Terms 


Toronto—The Radio Executives 
Club of Toronto has unanimously 
approved the replacement of the 
words “national” and “local” rates 
with the terms “general” and “re- 
tail” rates, respectively. 
| The importance of establishing 
ja basis of what should be con- 
| sidered national and what local, 
| was stressed by Ralph McKeown, 
| Tadio director of A. J. Denne & 

recent study he made 


Co. A 
showed that of 90 independent 
| stations in Canada checked, 72 
| offer local rates that are from 
|12%% to 65% below the rates 
_charged national advertisers. Only 
' 16 stations have one rate for both 
|elasses of business, while two 
| offer local rates on spot announce- 
|}ment business only. 

| R. E. Day, president of Bulova 
| Watch Company, asked why the 
| national advertiser should’ be 


penalized with a higher rate than 
— local advertiser. He pointed 
/out that the national advertiser 
/builds up a name which the local 
retailer is proud to be associated 
|with, yet if he uses that brand 
| name in his local advertising there 
ie attempts by stations to obtain 
a higher rate. 


Chiappe Quits Silex 
to Open Own Firm 


Albert H. Chiappe, formerl) 
sales manager of the Chicago 
western sales- office of Silex Com- 
pany, has ‘formed his own manu- 
facturer’s representative organiza- 
tion, to be known as Albert H 
Chiappe & Associates, with offices 
'at 360 N. Michigan Ave., Chicago 

Mr. Chiappe also will act as 
sales consultant to Nicro Stee! 
Products Company and will rep- 
resent the company’s coffee maker 
‘line in Illinois, Indiana, and in 
|Madison and Milwaukee. Nicro 
'has named Smith-Benny Sales 
| Company, New York, as exclusive 
| representative in the metropolitan 
|New York area dnd in the New 
| England states. 


| 
| 
j 
| 
| 
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°256 A WEEK 
--- JUST FOR EGGS? 


Yep, egg money has outgrown the pantry sugar bowl on Pennsylvania 
farms. It adds up to real, green folding bills when the last crate is 
packed. That’s the big advantage of Pennsylvania’s diversified farm- 
ing—there’s always a money crop the year around. 
Here is the kind of substantial farm market that pays big dividends 
for quality products—progressive farm families with better-than-average 
incomes year after year. Prosperous folks who have developed sound 
spending habits. Fortunately, they’re easy to reach with your message, 
and at low cost. 

One magazine alone —The Pennsylvania Farmer —covers more than 
71% of the prosperous farm families in Pennsylvania. And because 
it is the home farm paper, it is read with more interest by these 
quality-conscious buyers. Let us tell you more about it. 


RURALLY RICH — POLITICALLY POWERFUL 
For information on all three papers address 
PENNSYLVANIA FARMER OHIO FARMER MICHIGAN FARMER | 


Harrisburg, Pa. 1013-V Rockwell East Lansing, Mich. 
Cleveland, Ohio 


A 


All Phones: STATE 5977 


They’re tops in atten- 
tion getting—RCS GIANT 
PRINTS! For display, for atmosphere, 
Si, for instructions, RCS photo blow-ups 
~» doa BIG job for you. Supplied quickly 
es from ANY copy. 
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panies are desirable and urged 
the weekly publishers to press for 
them. 

Also, Mr. Robbins urged the 
publishers to adopt the standard 
2-inch column, and he cautioned 
them to read advertisement orders 
carefully—‘which will save us all 
'a good deal of time.” 

He also asked for a check of fol- 
‘low-up details, making certain 
‘that plates, mats or electros are 
ready when due to run, and urged 


items, lubricants, motor oil and 
tires, batteries and accessories. 

The institutional drive which 
Esso tested last year in New 
Jersey—featuring Esso employes 
—will be continued this year, and 
these ads are scheduled to run 
about once a month. 

The Greater Weeklies are a 
group of 207 newspapers in 30 
states, of which 13 were repre- 
sented at the meeting. 


‘that the publishers be exacting | 


about good printing, since consid- | Names Allen Clark 


ARI Study Affirms 
Movies’ Push on 
Aged (over 30) 


PrINcETON—Audience Research, 
Inc., George Gallup’s movie re- 
search organization, said last week 
that if all persons between 31 and 
65 could be induced to go to the 
movies once a week the box office 
take—after taxes—would amount 
to nearly $800,000,000. 


weekly, costing moviegoers about 
$33,000,000. The bulk of this in- 
come came from persons under 30, 
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erable care goes into an advertise- 

SUCCESSOR—Here Alfred Stanford, ment’s preparation. 

new director of the Bureau of Adver- In 1948, Esso’s plans are closely 

tising, listens to William A. Thomson, geared to the supply situation, Mr. 
retiring bureau director. Robbins said. With demand ex- 

ceeding any previous year, his oil 


Weeklies Great, | company will stress available 


Allen S. Clark, formerly assist- 
ant to L. E. Townsend, Bank of 
America’s vice-president and ad- 
vertising manager, has been ap- 
pointed assistant vice - president 
and advertising manager of the 
First National Bank of Portland, 
Ore. 


ARI said this estimate bears out 
the importance of the Screen Pub- 
licity Guild’s drive to induce per- 
sons over 30 to attend movies | 
more often. 

During March, ARI figures that 
70.000,000 tickets were purchased 


PAINSTAKING CRAFTSMANSHIP 
‘4 ~ FIDELITY OF REPRODUCTION 
\ * » PERSONALIZED SERVICE 4 


216 WEST ONTARIO STREET 


10, 
SUP. 4314° 


But Must Improve 
Services: Brophy 


New YorkK—The certain growth 
of weekly newspapers to the 
status of a great national advertis- 
ing medium was forecast here last 
week by Thomas D’Arcy Brophy, 
president of Kenyon & Eckhardt, 
speaking at the annual conference 
of Greater Weeklies. 

At the same time, the K&E 
executive—and new chairman of 
the American Association of Ad- 
vertising Agencies—told the week- 
lies that they need stricter cen- 
sorship of advertising, a wider 
membership in the Audit Bureau 
of Circulations, and attention to 
milline differences. 

He said the advantages of week- 
lies as an advertising medium are 
(1) custom-tailoring to needs of 
population; (2) better readership 
by more people, with a greater 
“reading life than any other pub- 


lishing property”; (3) high degree 
of reader confidence (here he ad- 
vised the publishers to exercise 
more control over the advertising 
admitted into their papers); (4) 
heightened visibility for advertis- 
ing. 


Rate Disadvantage 


As disadvantages he listed the 
small number of weeklies in ABC 
-although all Greater Weeklies 
are members — and the fact that 
the combined weekly milline rate 
averages $22.60 as compared to 
the combined daily milline rate of 
$2.75. Mr. Brophy said an adver- 
user can buy 50,000,000 daily 
newspaper circulation for $157 per 
line. compared to 13,000,000 
weekly circulation for $300 per 
line. 

The proper role of the weekly, 
he believes, is not competing with 
daily newspapers, but serving as 
a news magazine on the local 
level, much as Newsweek and 
Time do on the national level. 

Esso Standard Oil Company’s 
process of selecting newspapers 


Movie Advertising Bureau's 
Continuing Study 
of Theatres 


40, 60 and 80-second Spot Movie ads in theatres, selling with 


' a he 


covers all the 
theatres near 
all your dealers 


Was explained to the weekly pub- 
lishers by Charles Robbins, of the 
company’s advertising department. 
Each newspaper, weekly or daily, 
weighed against the company’s 
listribution, he said. The milline 
rate is checked, and—if the mil- 
line falls into the accepted bracket 


then ABC statements, or post 
Office statements and copies, are 
examined. He said a large num- 
Ser of local news items weighed 
Neavily in a paper’s favor, and 
‘hat he thought acceptance on the 
Esso list was a factor in securing 
aaditional national advertising. 


Tie-in Ads Desired 


On the other hand, Mr. Robbins 
lored the bunching of adver- 
ing in weeklies, and advised 
ls on local dealers—since na- 


q 


sight, sound, color and demonstration, cover key markets in 
many big national campaigns. Why not plan now to attend a 
screening of these films? Find out how easy scheduling can be. 


The medium that sells for others will sell for you 


It’s Movie Advertising Bureau's exclusive Continuing Study of 
Theatres that makes scheduling so easy. With the help of this 
continuous, up-to-date report service, you can compare facts on 
theatres, available and non-available, in any size market you 
select. 

Every necessary fact on these theatres comes to light —location 
(whether downtown, or in a residential or a sectional shopping 
district); quality rating of theatre in its own district; rating of 
audience buying power; many other data. 

Call or write for the 16-PAGE STORY of Movie Advertising 
Bureau’s exclusive CONTINUING STUDY OF THEATRES 
for Movie Advertising. 


Spot Movie Ads are placed by such 
representative agencies as these: 


Badger and Browning & Hersey, Inc. 
Batten, Barton, Durstine & Osborn, Inc. 
Campbell-Ewald Company, Inc. 
Hixson-O’Donnell Advertising, Inc. 
Earle Ludgin & Company 
McCann-Erickson, Inc. 
Tracy-Locke Company, Inc. 

J. Walter Thompson Company 


nal advertisers frequently turn 
dealers for advice on picking 
al media. He said tie-in ad- 
tisements of dealers with com- 
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(Continued from Page 1) 


70,000 pairs daily and dollar vol- 
ume in its last fiscal year of 
slightly over $78,000,000 net; 
Brown Shoe Company, with daily 
production about 100,000 pairs, but 
dollar volume of about $75,000,- | 
000; and Melville, with daily pro- | 
duction of 45,000 pairs and dollar 

volume of about $70,000,000. 
The biggest year the shoe in-| 
dustry ever had was in 1946, when 
; 530,000,000 pairs of shoes of all | 
: kinds were turned out. In 1947,)| 
industry output was down about 
' 11%, to 468,000,000 pairs, and best 
4 estimates are that only 430,000,000 
pairs were sold to the public, the 
remaining 38,000,000 going into 
inventory. 
In the face of this industry de- 
cline, General Shoe pair produc- 
tion was up fractionally over 1% 
during fiscal 1947 (ending Oct. 
31, 1947) and its net sales were 
up 28% to an all-time high of 
$78,142,458. Thus far in the cur- 
rent year, industry estimates are 
that pair production is running 
about even with last year, whereas 
the first six months of General 
Shoe’s fiscal 1948 show an in- 
crease of about 5% in pairs and 
15% in dollar volume over last 

year. 


Consumption at Standstill 


Contrary to most other lines, | 
per capita consumption of shoes | 


ducting inter-branch business) 
have increased from $13,258,000 
to $78,142,000; pairs of shoes pro- 
duced from 5,456,581 to 16,149,- 
046; net profit from $647,670 to 
$2,566,500; earnings per common 
share from $1.27 to $3.34; and net 
working capital from $3,821,367 to 
$16,002,686. 


‘The Young Viewpoint’ 


How has this remarkable growth 
been accomplished? Young (43) 
W. Maxey Jarman, now chairman 
of the board and chief executive, 
probably explained it best at a 
recent conference of company ex- 
ecutives when he laid down “five 
basic themes in our business”: 

1. Supremacy of design. “We 


|like good materials, fine intrinsic 


value, long wear—but we believe 
that first of all the consumer is 
interested in a shoe that is de- 
signed right, that looks right and 
feels right. . It means finding 
out the kind of shoe the consumer 
wants and arranging to get it to 
him.” 

2. The young viewpoint. “As 
applied to the kind of consumers 


‘'a potent factor 


ae Viewpoint Leading 
General Shoe Toward Top 


in carrying out 
these themes, has been on the 
basic idea of getting the story 
|across to the consumer of what 
our product will do for him—not 
what a wonderful product we 
have, but what that product will 
do in terms of benefits for the 
wearer, who is the boss.” 

4. Excel by specializing. 
believe in specialization in selling 
and in manufacturing. . We 
| know that superior results can be 
|obtained when one _ particular 
‘group of individuals concentrates 
on one field of operation and by 
this specialization acquires greater 
| proficiency and effectiveness.” 

5. Accent our service. “We 
must constantly strive to stream- 
‘line our operations so that we can 
‘move quickly, deliver 


'and get more turnover per year 
|than other people. . We'll take 
‘only ‘pennies for profit’ on each 
junit we produce, but multiply 
those units to provide that nice 
\slice of pie for the increasing 
numbers who want to sit at our 
table.” 


Easy to Spot in Practice 


In many organizations principles 


like these might make good con- | 


versation, but difficult for the out- 
|sider to spot in practice. But not 
at General Shoe. 


“We | 


shoes | 
|quickly, operate on low inventory | 
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14.000 STORES provide a vast national network tor the distribution of GENERAL SHOE 
products which, largely. are under these brands semes. Map shows where these stores are. 
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we sell, it means that we are go-|™erely. principles, they are a way 
ing after consumers who are young | °f life, and in a sense all five’ 


and who think young . . . who act | Principles stem from No. 2: “the 


young, who are young in spirit. | YOUn& viewpoint.” 
In order to have that kind of cus- | ‘ : 
tomer we have to have that kind| founded their own business be- 
of management organization, and 


I believe we have. There is the | that traditional, proven methods 


of making and selling shoes were 


J. F. Jarman and his associates | 


|cause they were deeply convinced 


is Ser 


eel 


_ NAMES FOR SALE—This page from the General Shoe annual report, showing 
the location of 14,000 dealers and the various branded lines sold, gives an idea 
of the extent of the business. 


about four times this figure. | accounted for 62% of total output 
The introduction of the $5 riding | in fiscal 1947, are aimed specifi- 


has not risen over prewar years. | conviction here that we are young | 
For the five prewar years of 1936|4"d growing and going places, | 
through 1940, per capita consump-| that we are progressive, open-| 
tion was estimated at 3.15 pairs,| Minded to new ideas, ready to try | 
but in 1947, with rationing off, it "€W things, quick to change, easy | 
dropped to 3 pairs. The industry |‘t® adapt ourselves to new condi- | 
hopes to raise this abnormally | tions, flexible in our approach.” | 
low figure to prewar levels this | Explains Purpose of Ads 
year, or perhaps to increase it) 3 ‘he customer is boss. “We 
modestly to 3.2. ‘ have based our ideas on this fact | 

General Shoe Corporation was|_\~. make what the customers 
born in 1924 as the Jarman Shoe! want. We do not sell what we! 
Company, when J. F. Jarman, who | 


died in 1938, and W. H. Wemyss, | 


want to make, but we find out 


not necessarily the best and most 
efficient methods, and the “young 
viewpoint,” implying an eagerness 
to explore new paths and to find 
new methods, has been so firmly 
imbued into the organization that 


/'no one in it need ever be con- 
|cerned about expressing an idea 


for a change. 

The “Friendly Five” shoe, made 
of calfskin and sold at a price 
considered ridiculously low, was 


jan early clue to the type of think- 


/boot proved to be a stroke of 
genius. It made the company the 
talk of the trade, and boosted 
sales of its regular line at a time 
|'when sales could stand a bit of 
boosting. And it demonstrated, in 
sufficiently dramatic fashion, that 
|General Shoe was prepared to do 
‘a lot of things that “couldn’t be 
done.” 


Keynote of Success 
Over the long pull, this willing- 


: a 4 | what the customers want, buy the 
now executive vice-president, de- 


. 2 materials they want, find some) 
cided to branch out on their own, | way of putting those materials to- 


to build a shoe business on lines | gether in the shape they want. 


ing that has made General Shoe| ness to break with tradition, to do 
an increasingly important factor|the unusual and the new, com- 


in the business. And perhaps the! bined with a rather remarkable 
most startling thing the company |facility for gauging the mood of 


different from those which were | The cus 


tomer is the boss and has 


re <canens a them was ‘the last word. Carrying this 
— wson, who is general man- | technique on through, our promo- 
ager. | tion advertising, which has been 


ever did was to make and sell 
riding boots at $5—in 1932—when 
the established lines in this highly 
specialized field were selling for 


Jarman started with $130,000 in 


output of 240 pairs. It was not, 
by typical shoe manufacturing 
standards, a “shoe string” enter- 
prise, but a fairly substantial one. 


Had Merchandising Idea 


Making men’s shoes exclusively, 
the company prospered, its success 
based largely on the merchandis- 

* ing idea embraced in the Jarman 
Friendly Five shoe, a calfskin shoe 
made to retail at $5, well below 
the established price. It could not 
be sold profitably at the conven- 

, tional retail markup of 40%, and 
dealers had to be induced to sell 
it at a 30% markup, on what was 
then mere theory that more mone) 
could be made on lower markup 
and faster turnover than a higher 
markup and slower turnover. 

Jarman Shoe Company became 
General Shoe Corporation in 1933, 


internal expansion and acquisition 
of properties, to an enterprise em- 
bracing plants manufacturing, 
men’s, women’s and _ children’s 
shoes, a tannery, sole cutting 
plant, and miscellaneous manu 
facturing enterprises’ including 
shoe polishes, handbags, wallets, 
etc., paper boxes and window dis: | 
play fixtures to a total of 27; 11 
sales divisions (such as Jarman 
Shoe Company, Fortunet Shoe 
Company, Acrobat Shoe Company, 
: etc.), and approximately 100° com- 
: pany operated retail stores. 
In the 10 fiscal years from 1938 
through 1947, net sales (after de- 


capital, 120 employes, and a dailyy, 
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and has since developed, through | *% 


Friendly Sport Shoes = ‘ 
a 


the buying public, has been the 
keynote of General Shoe success. 
The company’s lines, and particu- 
‘larly the men’s lines which still 


pene 
ee 


cally at the upper middle class and 
-at customers who are “young in 
| spirit.” 

Translated into General Shoe 
terms that means high style, at 
a price, with excursions into the 
realm of what conservative shoe 
buyers might consider the fan- 
tastic. It also means glamor and 
showmanship in a business which 
has not been particularly notable 
for these characteristics. And 
‘General Shoe executives believe, 
with what seems to be consider- 
able justice, that they have revo- 
lutionized the shoe windows of 
the nation. General Shoe’s own 
stores—and to a somewhat lesser 
extent its dealers’ stores—dress 
their windows and their interiors 
with the loving care given to other 
style merchandise. They believe 
they have led the parade in 
glamorizing all shoe stores every- 
where. 


$1,250,000 Budget 


“Young in spirit’”’ also means in- 
| tensive promotion and advertising. 
General (then Jarman) started 
national advertising with a quar- 
ter-page in The Saturday Evening 
Post in 1929, and a budget of $25,- 
000. This year it will spend $1,- 
250,000 on advertising and promo- 
tion, with about 65% spent in 
magazines, newspapers and radio, 
and the remaining 35% on point- 
of-sale material, dealer aids, pro- 
duction costs, and various sales 
promotion pieces. As in the past, 
Jarman shoes for men will get 
the bulk of the promotion, but 
there will be substantial programs 
behind several men’s, women’s 
and children’s lines, as well as 
initial advertising in behalf of 
Cadillac shoes for men, Cedar- 
Crest service shoes, and Valen- 
tines for women. 

“Young in spirit” also means, 
to General Shoe, a_ continuous 
'training program embracing 2!- 
most everyone in the organization. 
plus a continuing talent hunt in 
colleges and universities in an °f- 
fort to develop young men wo 
might exhibit executive talent 


Has a ‘5-year Plan’ 


Maxey Jarman (who has bee! 
with the company since its inc‘ - 


STYLE GETS THE PLAY—Current advertising for half a dozen leading General Shoe lines demonstrates the corporation's con- tion, after engineering training 4 
cern with style, in line with its aim at volume sales in the upper middle income bracket. 


_M. I. &., and who served as pre-'- 
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the end of the 1947 fiscal year, 
there were 704,918 shares of com- 
mon, with a par value of $1, out- 
standing, and cumulative prefer- 
ence and preferred stock of stated 
and liquidating value of $5,396,- 
300. 

Maxey Jarman’s simple, unpre- 
tentious office, with its metal desk, 
metal tables and metal chairs, is 
definitely the nerve center of the 
Maxey Jarman (business. A handsome, youthful 
/blondish man with a remarkably 
steady and direct look, and free 
of all equivocation, Maxey Jar- 


ent after his father’s death until 
e became board chairman last 
year), operates on the “five-year 
plan” basis. He says the company 
has always had a “five-year plan” 
as well as a one-year plan, and 
presumably always will. And he) J 
believes that plans depend on men, 
so his five-year plan includes de- 
tailed plans for getting and train- | 
ing the best possible personnel for 
all levels of management. | H.W. Boyd Jr. 

Personnel training goes on con-| 
stantly, at all levels, in the Gen- 
eral Shoe organization. There are 


| figurehead nor financial man, but | 
‘the active, directing head of the) 


|try revolve largely around the! 


processes or employe relations | annual employment plan. 
President of General Shoe is 


with equal ease. 


Boyd a Northerner 


A deeply religious man whose 
interests outside the shoe indus- 


church, Mr. Jarman is also deeply 
concerned about the welfare of 
employes and hopes that before 
too long the organization can pro- 
vide more pensions and install an 


letters or 


elves many times. 
getters which triple 


circulars 


Send for circular and 
ing many of them. 


Room 726, Iii W. Jackson Bivd., 


plant training plans for begin- 
ners, constant study courses for 
supervisory personnel, continuous 
sales training—definite courses for 
beginners and semi-annual re- 
fresher courses for the old hands 


business. Jarman holdings, includ- 


ing the Jarman _ Foundation, 


Maxey’s personal holdings, and 
family holdings, add up to some- 
where between 20 and 25% of 


man talks about his business the 
way 2 man can who is completely 
familiar with every detail. He can 
rattle off sales figures for his own 
company or the industry, explain 
the financial thinking behind a 


-all the way up to a “junior|General Shoe common stock. At move, or discuss manufacturing | 


poard of directors,” consisting of 
younger men who are getting | 
ready to take over the senior posts | 
in due course, 


Started Talent Hunt 


A couple of years ago the or- 
ganization instituted an _ official 
talent hunt and training program 
for likely college men. It has al- 
ways been partial to people with | 
engineering training, and always 
sought likely talent from the uni- 
versities, with special attention to | 
Vanderbilt and other schools in aie 
its area. (Part of Maxey Jarman’s St pate gee 
creed, prominently displayed in) 


an elaborate booklet about the) LR ; for Smith = Co r 


company given to new employes, 
reads: “I am glad that I can take 
my stand in Dixie; that I am a 
Southerner and a part of one of 
America’s leading shoe manufac- 
turing companies . . . a Southern 
company serving the nation and 
a good part of the world”). 

The formalized program for col- 
lege men, which now takes in 12 
men each year, is called the “Fly- 
ing Squadron Executive Training 
Program.” As explained in a 
booklet distributed to selected 
college students, “the program) 
consists of 18 months’ training in 
every division and department of 
the corporation, followed by six 
months of specialized training in 
that division of the business which 
the applicant himself chooses for 
placement.” 


is a Natural market for 


“Syracuse 
. business and 


expanding industry, , 
soles,” says Hurlbut W. Smith, 


President of L C Smith & Corona 
Typewriters Inc. 


Know ‘Everything’ 


The training program turns out 
men who know nearly every step 
in the company’s operations. Fly- 
ing Squadron trainees start out by 
making a pair of shoes by hand, 


and “no one is allowed to help 
the trainee make his shoes.” After 
he has made his shoes he travels 
the road with salesmen, fits shoes, 
attends conventions, visits tan- 
neries and other sources of sup- 
ply. He learns the procedures of 
accounting, finance, public rela- 
tions, personnel work, purchas- 
ing, marketing, advertising, almost 
ad infinitum. In addition, he keeps 
busy making out written reports, 
attending conferences, lectures, 
movies, etc., engaging in special 
projects, doing a considerable vol- 
ume of outside reading, etc. 

When he has finished, he has 
probably spent some time in every 
one of the divisions and plants of 
the corporation, both in the 
United States and south of the 
border, and in every department 
of the business. Few procedures 
or physical facilities of the or- 
ganization are strange to him. 


Jarman No Figurehead 


Che organizational structure of 
General Shoe is reasonably com- 
Dex, but also relatively simple. It 
breaks down logically into three 
Main divisions: manufacturing, 
“ith 27 plants as enumerated pre- 
V.ously; sales divisions totaling 11, 
and each handling a particular 
line, in consonance with the Jar- 

in idea of specialization; and 
‘ompany operated retail stores di- 
‘ision, 

Maxey Jarman, as board chair- 
man, is most certainly neither 


‘"Smith-Corona typewriters speed 
business ‘round the world while, behind 
the scenes, Syracuse speeds the indus- 
trial growth of Smith-Corona as evi- 
denced by a recent 50% enlargement of 
factory and office facilities. 


“Back in 1903, at our founding, Syra- 
cuse gave us a healthy send-off with its 
reserve of skilled labor which then, as 
now, was attracted to a consistently 
stable market where industry is diversi- 
fied, employment steady and the wage 
level high. 


“Today 2,300 Smith - Corona em- 
ployees take home a substantial portion 
of the $1,250,000 weekly payroll re- 


“ALL BUSINESS 
1S LOCAL” 


corded for 22 industries representing 
only a cross section of Syracuse’s 415. 


“To Syracuse, we say THANK YOU 
for the great natural market resources 
which have enabled us to advance busi- 
ness progress throughout the nation and 
the world with Smith - Corona type- 
writers. “’ 


Whether you're launching a test cam- 
paign or planning expansion of your 
present sales operation, you can insure 
moximum effectiveness by selecting the 
newspaper which delivers complete cov- 
erage of an ever-prosperous market... 
at one low media cost. 


For Complete Market Coverage 
at ONE LOW COST... 


U SYRACUSE HERALD-JOURNAL (Daily) 
©” SYRACUSE HERALD-AMERICAN (Sunday) 


National Representatives: Moloney, Regan & Schmitt, Inc. 
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OUR BUSINESS IS THE HANDLING OF 


Henry White Boyd Jr., a native 
of Chicago and one of the few 


“northerners’ 


‘PREMIUM and CONTEST 


9 Responses 
FREE 16 PAGE BOOKLET 
Ataciated Activities Inc 


MINNEAPOLIS 3, MINNESOTA 


, 


in the corporation’s 
hierarchy. He joined the company 
in 1931, fresh out of Cornell, 
where he took an M. E. degree. 
In charge of manufacturing, 
under Mr. Jarman, is general 
manager James Harlan Lawson, 
who joined the late J. F. Jarman 
and executive vice - president 
W. H. Wemyss when Jarman Shoe 
was organized. 

Mr. Wemyss, in addition to be- 


The Key to 


GUILD COMPANY 


a PRS 


Tell us about your | 
offer and we will 
recommend svuit- 
able lists. 


MAIL SELLING : 


ing executive vice-president, is in 
|charge of “volume sales”, which 
means private brand sales, to 
chains, mail order houses and 
a Like other manufacturers 
in the shoe field, General Shoe 
rents most of its machinery from 
United Shoe Machinery Corpora- 
tion and pays a rent based on pro- 
|duction. But the practice of the 
‘industry is to produce as nearly 
|at capacity as possible. This “ex- 
cess” capacity, beyond which the 
|company cannot sell its own 
| brands, currently accounts for 
,about 25% of total General Shoe 
|production. Independent retailers, 
|of which GS has some 12,000 on 
its list, sell about 58% of the cor- 
poration’s output, while its own 
|stores account for 15%, and 2% 
goes into the export market. 


Wigginton Heads Sales 
Top man on the selling side in 
the GS picture is Vice-President 


Madison Smartt (Matt) Wiggin- | 


ton, a Vanderbilt man with B.A., 
‘M.A. and a Phi Betta Kappa key, 
|who is a comparative newcomer, 


¥ 
%. ‘ 
* 


What is 


Confidencer — 


To the man, it’s money in the bank — 


to the boy, it’s a bent pin on the end of a string. 


It’s Yes!...and it’s No! 


It’s a question mark smoothed into an exclama- 


tion point—a handclasp instead of a ten-foot pole. 


It’s millions of Jacks climbing bean stalks; 


Doubting Thomases forgetting their fears. 


It’s drills biting into earth— 


farmers ploughing fields. 


It’s a grin, a silence, a promise... 


a story well told. 


Many, many people have confidence 


in the many people who have confidence in 


AND NET PROFIT 
. 


GENERAL SHOE 


corrpoRraTion 


$17.5 


$166 

$13.3 

NET + 
SALES 


iH MILLIONS 
OF DOLLARS 


joining the organization in 1943. 
'He is “director of distribution.” 
| In charge of sales of the various 
| lines of men’s shoes (in each case, 
each sales division has its own 
/operating staff) is Earle 7 
Bumpus, an associate of the late 
\J. F. Jarman since 1917, who also 
directs advertising of men’s shoes. 
Directing sales of the women’s 
-and children’s lines until last 
month has been C. W. Butler Sr., 
with J. R. Braden, “director of 
central design,” in charge of all 
design. Mr. Butler has just “‘semi- 
retired,” and continues as a mem- 
ber of the board and as a con- 
sultant. His duties are now di- 
vided between Ben Willingham, 
formerly head of the Holiday 
stores, and vice-president and 
board member George W. Noland, 


for independent shoe retailers. 
General Products, with a staff 

of about 90, produces not only 

show cards and window displays, 


but toys, dress accessories, fix- 
tures, shoe heels, party and con- 
vention decorations, and occasion- 
ally, as the Nashville Tennessean 
reported recently, “for purposes 
of cementing good will among 
executives, custom-built furni- 
ture.” 

General Shoe bought a local 
display plant six years ago to 
have facilities for creating its own 
window displays, but the tie be- 
tween General Shoe and Genera! 
Products is a loose one, and the 
display organization’s $500,000 
volume finds its way into about 
/3,000 stores outside the General 
|Shoe family. Incidentally, Steve 


formerly head of the industrial | McGaw admits that very little of 


relations department. 

The company-owned retail 
stores operation is directed by 
Wm. M. Blackie, another Vander- 
bilt B.E., while J. P. Saunders 
heads the Intercontinental divi- 
sion, operating plants in Mexico 
City and Lima. Saunders also 
heads the supply group. Inci-| 
dentally, all officers and directors 
are actively engaged in the cor- 
poration’s operations. 


Advertising Divided by Brands 


Because of its policy of speciali- 


zation on individual lines, the cor- 
poration has no over-all advertis- | 
ing department. In theory, adver- | 
tising of each line is a responsibil- | 
ity of the sales manager for that} 
line. 

Despite this, advertising of | 
men’s lines is handled by a com- 
plete staff headed by Stephen 
McGaw, which turns out almost 
all its own creative work-——by far 
the largest segment of General 
Shoe advertising—and places its 
business through Robert G. Fields 
agency in Nashville. 

A women’s and children’s ad- 
vertising department was set up 
only about two months ago, with 
George Hill as coordinator be- 
tween these divisions and the 
various agencies handling the ac- 
counts. Ruthrauff & Ryan, Chi- 
| cago, handles two of the company’s 
| women’s lines— Valentines and 
| Fortunet—and the two children’s 
_lines— Acrobat and Storybook. 
Twenty-Ones, high fashion wom- 
en’s shoe line, is handled by Ab- 
bott Kimball Company in New 
York, and Friendly Sports, a teen- 
age line, is handled by Tucker 
Wayne of Atlanta. 

William Maclay is advertising 
director for the men’s group of 
retail stores, comprising the Jar- 
man, Flagg Bros. and Hardy)! 
chains. His opposite number for | 
the nine Holiday women’s shoe 
stores is Mrs. Mickie Austin. 


Interesting Subsidiary 


Attached to the company- 
owned stores division is one of the 
corporation’s more interesting sub- 
sidiaries—General Products Com- 


the substantial amount of window 
'display and point-of-purchase ma- 
terial he develops clears through 
General Products. Most of it is 
| bought from trade sources, be- 
'cause General Products is set up 


to produce permanent or semi- 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 


TODAY 


1 Advertising Publications, Inc. 


Div. 922 

1 100 E. Ohio St., Chicago II, iil. 
Gentlemen: 
Please send me —— copies of ‘'Successfv 


I Sales Training.” Enclosed is $———— 


i Company 


pany, which preduces window dis- 
play fixtures and similar material 
not only for GS stores, but also 
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permanent material, rather than 
-onventional dealer-helps. 


Second to Florsheim 


General Shoe executives say 
their advertising program now is 
second only to Florsheim’s in the 
industry. No one at General Shoe 
will be surprised if it shortly is 
second to no one in this regard. 
The company’s advertising phi- 
josophy, as stated by Mr. Wiggin- 
ton recently, is so simple as al- 
most to be classic: 

“The purpose of our advertising 
on any line,” he told a recent con- 
clave of company executives, “is 
to make more sales at a profit. 

“We believe that while our ad- 
vertising makes it easier for us to 
sell more goods at a profit, by 
‘he same token it enables our 
dealers to do the same. By our 
advertising we create a plus value 
in our business, a value which 
combined with fashion-rightness 
gees beyond price, makes a 
sounder proposition for our cus- 
tomers, gives them added pres- 
tige, brings new prospects to their 
stores, and builds up a permanent 


Katz Agency Says 
Tele Outlets Need 
Simple Rate Cards 


New YorK—Katz Agency, which 
has coordinated its television op- 
erations under Edward Codel, has 
started a movement for simplified 
tele rate cards. 

The station representative’s sug- | 
gestions for a revised rate card 
were mailed out to all Katz sta- 
tions, as well as to other video sta- 
tions and to stations with appli-| 
cations pending. 

It was pointed out that agencies 
“criticize the complexity of many 
current television rate cards 
which require them to compute 
in addition to time charges, fees 
for services which are indispens- 
able to television programming,” 
while time buyers would prefer 
“rates quoted on an all-inclusive 


basis; one over-all figure which 
includes all the facilities and 
charges incidental to the service 
purchased.” 


The Katz memo proposed that 
stations set up two rate structures: 
A basic rate covering film pro- 
grams and telecasts relayed from 
other stations, and a studio rate 
for all live-talent studio produc- 
tions. 

Five stations that are building 
and two already on the air— 
WFIL-TV, Philadelphia, and 
WMAR-TV, Baltimore — are rep- 
resented by the Katz Agency. In 
addition, 10 AM clients of the 
agency have filed for television 
stations. 


Seidel Names Grubel 


John Thomas Grubel, formerly 
assistant art director of King Fea- 
tures Syndicate, has been ap- 


pointed art director of Seidel Ad- | 


vertising Agency, New York. 


ie: Betyg 
74. 7 ai me eat 


Alert Agency Sold 


Jack Hamilton, formerly in the 
advertising department of the 
Fort Worth Press, and Jodie Hall, 
formerly with Station KXOL, Fort 
Worth, have purchased the Alert 


Advertising Agency, Galveston, 

| Tex. 

Vogeler Resumes Ads 
Vogeler Bros., Hillside, N. J., 


mayonnaise manufacturer, is re- 
} . : P 

establishing its New Jersey news- 
paper advertising, insertions ap- 
pearing several times weekly on 
a year-round basis. Tracy, Kent 


& Co., New York, is the agency. 


Farmer 


MONTGOMERY. i as 


ry 


| 


THE (thy STATION 
_ THAT COVERS BOTH 
- HALVES OF THE ~ 


“VANCOUVER AREA ” 


‘lientele. 
‘Complete Proposition’ 


“We are not selling individual | 


shoes at a price but rather a com-_ 
olete proposition—a whole line of 
shoes backed up by advertising 
ind merchandising to add glamor 
ind plus value. This makes the 
whole proposition one that the 
jealer will take in a complete 
package and in turn merchandise 
to his own profit.” 

In public relations, too, General 
Shoe has been a leader in the shoe 
tield. Its public relations depart- 
ment, headed by former newspa- 
erman Maxwell E. Benson, turns 
ut prize-winning annual reports, 
i host of printed matter for in- 
ternal and external consumption, 
ind confounds other shoe execu- 


tives by making General Shoe’s 
yperations pretty much an open 
book. 


Instead of producing one em- 
ploye publication, the public rela- 
tions department supervises pro- 
juction of a separate ‘General’ 
for each 14 plants, with practically 
ill of the space devoted to em- 
nloyes and very little management 
lews. 


Sporting Goods Paper 


Started in Cleveland 

New Sporting Goods Products, 
news-format inquiry paper for 
lealers, will be launched in 
August by Service Publications, 
Inc... new publishing firm at 2460) 
Fairmount Blvd. Cleveland) 
Heights 6, O. Officers of the pub- | 
lishing company are Wayne. 
Brinkerhoff, formerly advertising | 
manager of B. F. Goodrich Chem- | 
‘cal Company, president; John L. 
Whiteman, formerly sales promo- 
lon manager for the same com- 
vany, vice-president, and Oliver 
M. Transue, insurance executive, 
athlete and sportsman, vice-presi- | 
lent and treasurer. 

New Sporting Goods Products, 
to be published monthly, will have 
4 guaranteed controlled circula- | 
ton of 35,000. It will be repre-| 
‘ented in the East by Andrew G. | 
Jacob, New York; in the east cen-| 
‘ral division by Gordon (Bud) | 
Guest, Cleveland; in the Midwest | 
by O. A. Feldon & Associates, Chi- | 
ago, and in the West by Roy M.) 
McDonald & Co., Los Angeles, 
San Francisco and Seattle. 


Chicago Dotted Liners 


Elect C. R. Farmer | 

C. R. Farmer, of Oil & Gas) 
Journal, has been elected presi- | 
“ent of the Chicago Dotted Line 
Club for the 1948-49 club year, | 
‘Succeeding Frank A. Lederle, | 
Haire Publishing Company, who 
ite elected to the executive com-| 
hittee, 

Other new officers are Charles | 
E. ‘rice, Keeney Publishing Com- | 
bany, Ist vice-president; Emil G. 
Stanley, Traffic Service Corpora- 
on, 2nd vice-president, and W. F. | 
Lipps, Ahrens Publishing Com- 
vany, secretary-treasurer. 


| 
| 
| 
| 


makes the 


The 1948 
Analysis is in the making! .. . a big job, being 
done right for you who want to sell in this rich, 
central Ohio market , . . a true, 3% sample of 
the buying habits and brand preferences of 
105,645 families in the 100 square mile area 
which ABC designates “Columbus City Zone.” 


We've already distributed more 


’ 


7 


Columbus Dispatch Consumer 


than 


100,000 pounds of food, drug and household 
products as rewards to 3,200 participating 
families . . . 740,000 answers are now being 


analyzed and 


THE COLUMBUS DISPATCH 


NEW YORK 


tabulated. The results will fill 


‘Dispatch a Great Newspa 


now, we're getting 
Consumer Facts for You! 


a 220-page book! With them, you can closely 
examine the Central Ohio market, judge your 
present sales there and project potentials—for 
they will not only reveal consumer buying 
habits and brand preferences in Columbus City 
Zone, but will also reflect them for the 12- 
county Columbus Retail Trading Zone. 


This valuable marketing aid will soon be 
ready for you. Meanwhile, remember that the 
Dispatch is read by 99,251 of those 105,645 
families in Greater Columbus . 
buy better coverage of any similar market! 


National Representatives: O'MARA & ORMSBEE, INC, 


CHICAGO 


DETROIT 


SAN FRANCISCO 


Ohio’s Greatest Home Newspaper 


.. You can’t 


LOS ANGELES 
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Ne. Jeampsons lywile de 


Life’s biggest treat, to the Thompsons, is their home. It’s their 
caterer—three tempting meals a day, with snacks in between. 
It's their entertainer—from ping-pong in the basement to living- 
room bridge with the neighbors. ° 

Naturally, the Thompsons cherish their home. They lavish 
new foods on it, new decorations, new appliances, and new 
comforts. For the Thompsons are home folks —all day, all week, 


all year. Wholehearted. Whole pay check, too. 


Read and re-read by the Thompsons and 2,600,000 
other families with a consuming interest in their homes 


Is hen home, 


Whether you're marketing a hot roll mix or staple canned 
fruits, insulation or furniture, the Thompsons are the kind of 
customers who will run up your sales curve. And you'll find the 
Thompsons—plus 2,600,000 other families just as home-loving— 
waiting to eat up your advertising story in The American Home. 

For this different magazine writes for homemakers — and 
doesn’t give a column for anybody else. With a home product 
to sell, your best dollar-for-dollar buy is The American Home. 


INTE 
Kenn 
Co., 

and 
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Aaverising Age, May 10, 1¥4é 


}PHOTOGRAPHIC 
OF THE WEEK 


INTENT—Nelson Bond, vice-president of McGraw-Hill Publishing Co., and 

Kennerly Woody, assistant vice-president, American Telephone & Telegraph 

Co., listen to Paul Montgomery, vice-president and director of McGraw-Hill 

and publisher of Business Week and Science Illustrated, at a party given during 
the NAMP forum in New York. 


Curtis vice-president and director of manufacturing. 


MAGAZINE PUBLISHERS FACE 'CHALLENGE'—Among important guests and participants in the 
‘econd annual forum of National Association of Magazine Publishers in New York were, upper row, 
‘e't:, Ralph Starr Butler, recently retired as vice-president of General Foods; Graham Patterson, 
publisher of the Farm Journal; Clarence Goshorn, president of Benton & Bowles, and Robert S. Peare, 
‘'ce-president of General Electric Co. Center: Godfrey Hammond, publisher of Popular Science and 
\ utdoor Life; Albert E. Winger, president of Crowell-Collier, and Don Belding, Foote, Cone & Belding. 
R ght: Lawrence Valenstein, president of Grey Advertising Agency, and E. W. (Red) Newsom, account 


HOOPER REPORT—C. €E. 
(right), of Hooperating fame, speaker 
at a meeting of the Louisville Advertis- 
ing Club, gives a private report on 
future plans for the rating service to 
Arthur A. Klein, vice-president of the 


CURTIS ENTERTAINS—Photographed at the Curtis Publishing Co.'s reception during the NAMP forum in New York were 
(left to right): Arnold Nicholson, managing editor, Country Gentleman; Ted Patrick, editor, Holiday; James Yates, art direc- 
tor, Holiday; Robert Fuoss, managing editor, The Saturday Evening Post; Walter D. Fuller, Curtis president, and L. W. Trayser, 


ROSES—The battery of judges of the Art Directors Club of Chicago, who 
selected Miss Gary 1948, and her maids of honor are, left to right: Richard 
Bamberry, Patricia Stevens, Inc.; Earl Gross, Stevens Gross Studios; George 
Petty, noted illustrator, between Gerry Verba and Queen Patti Grubbs; Haddon 
Sundblom, Sundblom, Johnston & White, Inc.; Doug Smith, Buchen Co., president 
of the ADCC; Steve Heiser, photographer, and Carole Stillwell. 


Hooper 


club. 


? ' 
FELICITATIONS—William W. Neal, (left), partner in Liller, Neal & Battle, 
Atlanta agency, retiring president of the Advertising Club of Atlanta, congratu- 
lates the new president, Lewis F. Gordon, vice-president in charge of advertis- 
ing and public relations, Citizens & Southern National Bank. Joining in are 
Lewis F. Gordon, advertising manager, Scripto, Inc., new secretary-treasurer, and 
Gussie O. Jones, advertising manager, Atlanta Gas Light Co., new vice-president. 


executive, Kenyon & Eckhardt. Bottom row, left: Ray B. McLardy, sales manager, Curtis Circulation 
Co.; E. Huber (Duke) Ulrich, assistant to the president, Curtis Publishing, and Philip L. Thomson, 
president, Audit Bureau of Circulations. Center: Eugene Cogan, media director, Geyer, Newell & 
Ganger; E. L. Sullivan, advertising manager, Better Homes & Gardens; Ed Meredith, vice-president, 
Meredith Publishing, and Clyde Combs, eastern manager of Meredith. Right: Fletcher D. Richards, 
president of Campbell-Ewald Company of New York, with Roger L. Wensley, president, G. M. 
Basford Company. 
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Advertising Age, | 
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Withdraws NAB Petition | 


Ben Strouse, general manager | 
of Station WWDC, Washington, 
has withdrawn a petition to the 
National Association of Broadcast- | 
ers, asking a change in NAB by- | 
laws so that independent radio 
stations each will have two di- 
rectors on the NAB board of di- 
rectors. He withdrew after NAB 
arranged to meet with a commit- 
tee of independent station repre- 
sentatives to discuss the matter. 


RemingtontoMake 
Electric Shavers 
for Hudson Motor 


Detroit—An electric razor de- 
signed especially for Hudson 
Motor Car Company will be manu- 
factured by Remington Rand, Inc., 


for exclusive sale by the motor) 
car company’s dealers, as a result | 


STANDARD 


STUDIOS 


540 N. MICHIGAN AVE. 

185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 & DELAWARE ST. 


Phone Wiitehall 5355 


of an agreement just signed by the | 


two companies. 


Hudson believes the razor will | 
prove of special interest to sales- | 
men, hunters, vacationers, busi- 


'ness men and others who may at | 


times be some distance from ordi- | 
nary shaving facilities. 
The razor is called the Hudson | 
Blue Streak electric shaver and | 
has five cutting blades. It may be | 
used in the car by plugging it into | 
the cigar lighter socket, and does 
not require special plugs or other 
equipment. It also will work in 
the conventional home socket. 
While this particular model will 
be sold only by Hudson dealers, 
it will be serviced by established 
Remington Rand service stations. 


Jr. Admen Elect Jordahl 


The Junior Advertising Club of 
Portland, Ore., has elected Merle 
Jordahl, assistant advertising 
manager of Appliance Wholesal- 
ers, president. Other officers 
elected are Kelly Snow, vice- 
president; Shirley Williams, secre- 
tary, and Donald Hoyt, treasurer. 


OVER 500,000 CIRCULATION 
_ OVER 1,500,000 READERS — 


all this money is spent locally . . . 
frigerators, radios, foods, home furnishings, hardware 
items, ete... . 


Over a 1,500,000 Ohioans spend a tremendous amount 
of money, for the average Ohio income is far above 
that of most states. And don’t forget that practically 


are all bought locally. 


The smart advertiser ties-in with the local merchant 


automobiles, re- 


PRE-CONFERENCE CHAT—Robert H. Bingham, left, research economist of the 

Grocery Manufacturers of America, greets Alfred Stanford, director, Bureau of 

Advertising, ANPA; Paul S. Willis, president of GMA, and Wayne Mooney, 

field research manager of the bureau, before taking his post as presiding officer 

at the opening session of the Monthly Grocery Inventory Research Clinic at 
Chicago's Edgewater Beach Hotel. 


GROCERY REPRESENTATIVES—Participating in the Monthly Grocery Inventory 

Research Clinic were, left to right, Nelson Eddy, director of economic research, 

Best Foods; Daniel F. Gerber, president of Gerber Products Co., and D. P. 
Smelser, manager of marketing research, Procter & Gamble Co. 


ALSO AT THE CLINIC—H. B. Arthur, Swift & Co.; John H. Noble and Fred 

Willis, Armour & Co., and William G. Bell, research director of the Bureau of 

Advertising (left to right), were prominent in discussions at the clinic, sponsored 

jointly by the GMA, inventory-sponsoring newspapers and the Bureau of Adver- 
tising. 


30,000,000 Kits » the history of Toni 


Company, Mr. Harris _ reported 


through the only sure pictorial medium. the local 
newspaper. In Ohio it’s easy, for the 49 daily news- 
papers of the Ohio Select List completely cover the 
49 fast-growing cities they serve. These 49 dailies 
have increased their circulation over 30% in the last 
eight years ... 214 times Ohio's rate of growth. Not 
only is this a highly industrialized city and wealthy 
farm market covering 58 of Ohio’s 88 counties, but 
it is also Ohio’s fastest growing market. Investigate 
now: write, wire or phone. 


Is Toni's Goal that 95,000 kits were sold in 1944, 


| New YorK—More than one out its first year in business. This fig- 
‘of every three permanent waves Ure jumped to 2,000,000 in 1945; 
‘given this year will be home’ 10,000,000 in 1946, and 20,000,000 
ipermanents, R.N.W. Harris, in 1947. During March of this 
president of the Toni Company,' year, sales of Toni kits reached a 
Chicago and St. Paul, said at a|/new peak, he said, and the com- 


|press conference here. 
_ Mr. Harris figured that approxi- 
imately 90,000,000 permanent 
|'waves will be given during 1948 
‘and, of these, 30,000,000 will be 
Toni home permanents. 

“In 1945 not more than one 
/wave out of 100 was given at 
‘home,” Mr. Harris said. “In 1946 
‘this figure had grown to approxi- 
mately three out of 100; in 1947 
to 20 out of 100 and in 1948 prob- 
ably 40 out of 100 will be home 
permanents,” he continued. 


Word of Mouth Is Tops 


In a recent survey among 1,200 
women, Mr. Harris pointed out 
that a friend’s recommendation 
|/has induced more women to try 
_a home permanent wave than any 
|other cause. The other factors, in 
‘order of their importance, were: | 
economy, convenience, and dis- 
|satisfaction with beauty shops. 
“We estimate that in the past 
-year American women have saved 
$140,000,000 on beauty shop costs 
by using home permanent wave) 


|pany expected to exceed 40,000,- 
/000 kits in April. 

| The Toni Company was pur- 
‘chased by the Gillette Safety 
|Razor Company last January. 


| ‘Popular Mechanics’ 
Retires Fuller 


Charles E. Fuller has retired as 
space representative of Popular 
Mechanics because of ill health. 
He had been with the publication 
since 1910. H. Fairchild Doty has 
been named head of the Detroit 
office and will represent Popu/ar 
Mechanics in Michigan, northern 
Indiana and Toledo. 

Milton H. Hall has been «p- 
pointed manager of the Cleveland 
office, serving advertisers in Ohio, 
Indiana, western Pennsylvan:a, 
West Virginia, Kentucky, Ten- 
nessee and western Georgia. 


Lenk Appoints Sampson 
Arthur W. Sampson Company. 
Boston, has been appointed ‘0 
handle the advertising of Lenk 
Mfg. Company, mak@ér of blow 
torches and soldering equipment 
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vertising Age, May 10, 1948 


Ad Bureau, GMA 


|inventories, through study of the 


figures in the reports. The idea 
was advanced by Dean McNeal, 


|of the research department of 


Fix Basic List Pints he 


CuicaGo—With monthly grocery | 
surveys operating on a permanent | 
basis in 14 cities, the Grocery) 
Manufacturers of America and the | 
Bureau of Advertising, ANPA, 
turned their attention to improv- | 
ing techniques and extending the | 
use of the inventory as a sales 
tool. 

Ninety-eight representatives of 
the 16 newspapers sponsoring the 
inventories, bureau executives and | 
the GMA economic advisory com-| 
mittee attended the three day) 
meeting here. 

The meeting adopted a basic) 
minimum list of 25 classifications 
of grocery store merchandise to} 
be reported on by _ sponsoring | 
newspapers. This list will be sup- 
plemented in several markets by 
items which are locally prominent. 

Other modifications include: 
The alphabetical listing of all 
brands in each _ classification, 
specifying of inventory reporting 
dates and the elimination of “all 
thers” within classifications. All 
future monthly reports (beginning 
n June) will include number of 
tores in sample, average units 
old per store, total units sold, 
pecial promotions, percentage of 
listribution, and total units stock 
m hand. Markets will be defined 
n each report. Sample adequacy 
hecks will be continued. 


Cost $250,000 Yearly 


The cost of the inventories con- 
lucted by the newspapers was 
said by the bureau to be more 
than $250,000 annually. 

The basic list of 25 products in- 
cludes tomato juice, laundry bar 
soap, gelatin, catsup, baked beans, | 
hot cereals, cold cereals, scouring 
powder, dry and liquid all-pur- 
pose cleaners, regular coffee, in- 
stant coffee, canned dog food, all- 
urpose flour, prepared flour, food 
everage, cocoa, puddings and 
lesserts, canned spiced luncheon 
eats, shortenings, packaged soap 
ind synthetics, canned _ soup, 
leaning and bleaching liquids, 
toilet soap and peanut butter. 

In most cities, these classifica- 
tions will be added: tea (pack- 
aged and ball), soup mixes, mar- 
garine and waxes. Some news- 
apers will carry products of local 
mportance, like salad dressing 
and mayonnaise, macaroni, salt, 
rice, cocoanut, peaches, corned 
beef hash, chili con carne and/| 
anned peas and corn. 

Reports of several newspapers, 
including the Detroit News, In- 
dianapolis Star, Gary Post-Trib- 
ine, Winston-Salem Journal & 
Sevntinel, and Washington Times- 
Merald, indicated that the accu- 
racy of the surveys consistently 
ould be held to within one-third 
e: cent error. 


Better Than Sales Figures 


several instances where sales 
£u-es differed markedly from 
th of the inventory, delegates 
reported that checks had later 
‘ho.vn the inventories accurate. 
(jor emphasis at the meeting 
placed on increased use of! 
lata. In addition to assisting 
ie charting of sales trends, de- 
‘er \ining total market and the 
e of that market held by each 
uct, advertiser representatives 
10'-d other uses, including (1) 
‘« King special promotions, (2) 
‘es ing new products and (3) cal- 

ting advertising and sales cost 

arketing a product in a given 


ie of the most interesting uses 
tioned was the possibility of 
lating wholesale inventories 
dvance of actually taking the 


| 


for Inventories = 


Helpful in Contacts 


Wilson W. Condict, national ad- 
vertising manager, St. Louis 
Globe-Democrat, discussed survey 
techniques employed by his paper 
and stressed the idea that data 
uncovered enables a paper to talk 
to advertisers on a different plane 
than in the past. 

During the open session 
of the meeting there were repeated 
calls for adding classes of grocery 
products not now covered by the 
inventory. However, it appeared 
at that time that such suggestions 
would probably get a cool recep- 
tion in the later closed sessions, 
on grounds of raising the costs to 
prohibitive levels. 

Members of the group also ex- 


pressed an interest in having all| these 
brands of a product included in | dishes other than casseroles, cas- | 
the inventories, but the additional | Seroles, 


expense involved appeared to rule 
out the possibility. However, 
Wayne Mooney, field research 
manager of the bureau, assured 
the group that any suggestions for 
expanding, revising or otherwise 
changing the survey would get 
careful consideration if a written 
case was made for the proposal 
and presented ‘to the bureau. 


Swift Starts Contest 


Swift & Co., Chicago, is spon- 
soring a new contest to continue 
through June 1, offering four 
grand prizes of $500 each and 
awards of 400 Camfield toasters 
on ABC’s Breakfast Club pro- 
gram, heard Monday through Fri- 
day from 8 to 9 a.m., CST. The 
contest, promoted on Monday and 
Thursday broadcasts, is for the 
best recipes using Swift’s Prem in 


categories: Main course 


sandwiches, and salads 


and appetizers. 


Brewer Joins Gray 
Donald E. Brewer, formerly ad- 


| vertising manager of Esterline- 
| Angus Company, Indianapolis, has 
|joined Charles M. Gray & Asso- 


ciates, Detroit, industrial adver- 
tising agency, in a creative and 
contact capacity. Albert E. Brown- 
ing, an account executive, has 
been named production manager 
of the agency, a position which he 
held several years ago. Josephine 
Gray has been appointed assistant 
production manager. 


Lando Agency Moves 

Lando Advertising Agency, for- 
merly the Robert N. Lando Ad- 
vertising Agency, has moved to 
larger quarters on the eighth floor 
of the Grogan building, Pitts- 
burgh. 


11-17 $0. DESPLAINES $7. 
CHICAGO 6, ILL. 


OR years the largest evening newspaper in 
the six mountain states, The Deseret News 


now adds a Sunday 


morning edition with such 


circulation building features as: 8-page tabloid 
pictorial Rotogravure section—32 tabloid pages 
of the world’s leading comics—16-page tabloid 
Farm and Garden section—8 standard pages of 


Society News. 


Many new daily features have been added re- 


cently, resulting in 


growth shown in the chart. 


the phenomenal circulation 
With the lowest 


milline rate in Utah, The Deseret News presents 
the greatest advertising opportunity in the his- 
tory of the intermountain west. 


To Cover the Great Mormon Market 


... you need the coverage of the Mormon news- 


paper. Owned and 


published by the Mormon 


Church, The Deseret News reaches the dominant 
segments of the Utah and southern Idaho market. 


SALT LAKIEI 


eseret 


257. GAIN in 5montHs | 


AND STILL GROWING 


48,95 


46,8 


4,187 


JAN. | FEB. 


APRIL 


MAY 


JUNE 


JULY 


CITY, UTAH 


National Representative: West-Holliday Co., Inc. 
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_ Promotes Wiggins 
M7 ' Kenneth R. Wiggins, who has 
been with Dell for the past 12 
' years, principally on the sales 
' staff of the Dell Modern Group, 
has been named to the newly- 
created post of eastern advertis- 
ing manager of the group, report- 
ing to William S. Patjens, Dell 
advertising sales manager. 


| ports 
| Washer & Ironer Association that 


Appliance Sales 


Not in a Slump, 
AA Survey Finds 


Buyers Report Sharp 
Rises in Some Lines 
Over Sales Last Year 


Cuicaco—Spiking a rumor of a 
slump in the major appliance 
field, a survey of manufacturers 
and department store buyers in- 
dicates that wholesale and retail 
sales generally are holding their 


|own and in many lines have risen 
|sharply over a year ago. 


If sales are falling, most de- 
partment store buyers are not ad- 
mitting it. The least optimistic 
concede only that the trade is 


| settling into a condition of normal 


demand where dealers have to 


| “hustle and sell” after the easy 
period of “order taking” durings 
|the war. 


Among the most encouraging re- 
is that of the American 


sales of washing machines among 


|companies reporting to the asso- 
| ciation showed an annual increase 
‘of 31% in February, latest month 
for which figures~are available, 
and that “no noticeable decrease 
| has appeared since then.” The as- 
|sociation claimed that member | 
companies sold 356,481 washers | 
last February, compared to 271,-| 
338 in February, 1947. The num- 
ber of ironers sold increased from 
23,239 to 41,371 in the same} 
period, while dryers—a virtually | 


SIF ER. VB. 
SHOTGUN 
DUN’S REVIEW 


| a5 


/months” but that at present many | tion reports that refrigerator sales 


Let's Try to 
~ Stop Rising Costs 


N AN ENDEAVOR to aid in halting further ad 
) yews in living costs, U.S. Stee! will decrease 
certain steel prices on May |, 1948, to the extent 
of $25,000,000 annually, these pricé reductions 
being applicable sv far as possible to stee! prod 


ucts related to the cost of living 


Announcement of these price reductions was 
made on April 22, 1948, concurrently with the 
denial by U. S. Steel of the request of the United 
Steelworkers of America (CIO) for a “substantial 

age increase.” 


United States Steel believes that costs and 
prices in general are too high for the good of the 
nation. It shares the firm conviction that Amer- 
ican industry and labor should cooperatively do 
-verything in their power to avoid further in 
creases in costs, which, if permitted to occur, 
must result in higher prices for almost every 
thing we buy. Certainly the best interests of all 
of our people will not be served by a further 
lowering in the purchasing power of the dollar. 


We are hopeful that our action in reducing 
the prices of a number of steel products associ 
ated with the cost of living may have a beneficial 
effect throughout the nation and may be helpful 
in bringing about an early stabilization or reduc 
tion in the cost of living. If this should prove to 
be the outcome, everyone in this country will 
benefit. If, on the contrary, costs should continue 
to advance, then in fairness to our employees and 


to our stockholders we wil] have to consider at 
some later date the adequacy of both wages and 
steel prices under then-existing conditions 


Our answer to the Union was that the grant 
ing of its request for a “substantial wage in- 
crease” wil! not in the long run bring benefit to 
anyone, as it will lead to similar substantial wage 
increases in other industries and to higher prices 
generally. Such a wage increase would make 
necessary a general advance in our steel prices. 
We are unwilling so to increase steel prices at 
this time, as we believe this would be contrary 
to the best interests of the nation. 


The Union's demand for a “substantial wage 
increase” was based on increases in the cost of 
living. The index of the Bureau of Labor Statis- 
ties, U. S. Department of Labor, records an in- 
crease of 67.2% in the cost of living between 1940 
and February, 1948. During that same period, 
average straight-time hourly earnings of our 
steel workers rose 73.3%; their average actual 
hourly earnings advanced 81.3% and their aver- 
age actual weekly earnings advanced 91.7%. 
These advances are substantially in excess of 
the increase in the cost of living during that 
period 

If there is to be a halt in the surge of rising 
costs, there must be full and effective cooperation 
to this end on the part of every segment of our 


Advertising Age, May 10, 19: 8 


units per dealer in February ‘o 
/11 units in March among deale ; 
in 26 states. The association re- 
ported that washer and vacuu:) 
cleaner inventories in the grou) 
| were slightly lower in March tha, 
in February, but that most other 
appliance inventories were wu) 
slightly. 


Buyers Satisfied 


Department store buyers of a) - 
pliances are unanimous in asser - 
‘ing that business is good. Most 
conservative comment was that of 
a spokesman at Marshall Field & 
Co., who described sales as “not 
as good as a year ago, but not 
bad.” 

Montgomery Ward & Co. 
ported that its refrigerator de- 
partment is “approaching a re- 
turn to a normal seasonal demand” 
as compared to abnormal constant 
demand during the war. But at 
Sears, Roebuck & Co., an execu- 
itive said that refrigerator sales 
jare four times higher than last 
'year and 1,000 orders are on the 
waiting list. However, production 
of Coldspot refrigerators, Sears’ 
(own line which it handles exclu- 
'sively, has just been stopped com- 
pletely by a strike at the com- 
pany’s Evansville, Ind., plant, the 
Sears spokesman said. 

Sears’ electrical appliances de- 


re- 


economy. 


UNITED STATES STEEL 


STEEL GOES DOWN—United States Steel's price reduction announcement ap- 
peared in 360 newspapers throughout the country and on its ABC "Theater 
Guild on the Air" program. The agency is Batten, Barton, 


new product—increased from 272/tail level for home washers. 
to 7,281. Refrigerators, gas ranges and 
. |vacuum cleaners have been mov- 
Buyers’ Market Ahead __|ing fastest, while electric ranges 
An association spokesman said/and home freezers are relatively 
that a return to a buyers’ market|slow, dealers declare. The Na- 


is expected in six or eight|tional Electrical Retailers Associa- 


‘dealers still are having difficulty|yose from an average of seven 


filling orders. 


Durstine & 
Osborn, New York. 


partment reported that sales are 
on a level with last year and that 
the demand still has not been sat- 
isfied for some name brands such 


Largest PAID Circulation — by three 
times—of any magazine covering 
the entire industry... ond o total of 


1,000 ravers montuiy 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


The Vacuum Cleaner Manufac- | 
that | 


turers’ Association reports 
factory sales of standard-size 
household vacuum cleaners totaled 


| 
| 


355,200 units in March, third high- | 


est month in the industry’s his- 
tory, compared with 314,852 in 


March, 1947. The total was a 14% | 


rise over 311,342 in February. 
Sales for the first quarter of 1948 


were 970,815 units, a 14.6% an-| 


nual rise. 

According to a survey by the 
San Francisco Chamber of Com- 
merce, sales of electrical appli- 
ances in the Pacific Coast states 
showed an annual increase of 22% 


in February, second only to lum-| 


ber and building supplies among 
13 major trade groups. 


Expect Good °48 


Some dealers, while admitting 
some increased buyers’ resistance, 
believe that business will continue 
to be very good this year as the 
income tax cut adds billions to 
public purchasing power at the 
same time that the cut in steel 
prices induces some additional 
modified price cutting all along 
the line. The Marshall Plan and 
a current boom in the construc- 
tion industry also are expected to 
stimulate business. 

Among those that already have 
announced reductions in the ap- 


| 


pliance field are General Electric | 


Company, Westinghouse Electric 
Corporation and Bendix Home 
Appliances. Westinghouse has just 
reduced the price of virtually all 
types of fractional horsepower 
electric motors 5%. The motors 
power all kinds of electric home 
appliances. The Bendix reduction 


was approximately 7% at the re- 


| 
| 
| 


| 
| 


25TH ANNIVERSARY KFH, WICHITA, KANSAS 


5000 WATTS DAY AND NIGHT 


AGE ALONE IS NOT A VIRTUE 


KFH has been broadcasting continuously, to a large and 
loyal audience in the KFH area, for 25 years. We admit, 
this means little to a time-buyer except as evidence of 
audience acceptance, but — 


KFH HAD TO BE GOOD TO HOLD 


LISTENER PREFERENCE FOR 25 YEARS 


Today, over a half-million listeners (152,000 BMB families) 
are waiting for your advertising message over KFH. Ask 
any Petry man, he has the complete KFH story. If 
you wish, he will send the KFH open time schedule 
addressed to your personal attention each week. 


TOP HOOPERATED OUTLET FOR YOUR ADVERTISING MESSAGE 
CBS IN WICHITA, KANSAS, 1330 K.C. 


KFH IS THE RADIO VOICE 
OF THE WICHITA EAGLE 
PETRY 


REPRESENTED NATIONALLY BY 
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os Toastine reports are in keep-|(Mflated Costs 
Can Ruin Tele, 
‘eer’ Flynn Tells ATS 


+» with total store sales which 

re listed at an annual stock-| 
holders meeting as 25% 
than a year ago. 


Switches Promotion 


Some reasons why gas ranges | 
e selling better than electric 
inges are that the electric utili-| 
es have switched their promo- 
yn to electric blankets and water | 
aters and that prices of electric | 
de luxe ranges are about $285) 
as compared to prices ranging | 
from $219 to $189 for gas ranges, | 
dealers say. 

The Fair reported appliance 
sales “better than last year, and 
last year was terrific.” A spokes- 
man said that the store had only 
seven Bendix washers on the floor | 
at the time of the price cut. 

A buyer at one department store 
chain said that, whereas sales in 
March held their own and in April 
increased over a year ago, condi- 
tions would be even better if there | 
was less retail buying at whole-'| 
sale prices. He said that too many 
business executives were buying 
wholesale from friends, a factor 
that “has always hindered the ap- 
pliance field but now is growing 
serious.” 

One of the most unusual appli- | 
ance promotions last month in the 
return to “shirtsleeves” selling 
was the offer by a Cincinnati 
dealer of an electric refrigerator 
completely stocked with $20 worth 
if food. The offer brought results 
as more than 150 units were sold. | 
(P. S.: The price was marked up 
to include the food.) 
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N&W Campaigns 
for New Industry 


ROANOKE, Va.—Six full-color 
ads in Business Week, Fortune 
and Newsweek comprise the basic 
schedule of Norfolk & Western | 
Railway’s 1948 drive to attract | 
new industries to the territory 
served by the railroad. 

Keyed to the theme, “The land 
of plenty—for better plant loca- 
tion,” the drive will seek to at- 
tract the attention of industrialists 
planning plant expansion or relo- 
cation. Information on mineral 
wealth, farm and forest products | 
and manpower of the region from 
Ohio to the Atlantic and from 
Maryland to the Tennessee border 
will be featured. 

Other publications scheduled for | 
full-page insertions include Dun’s | 
Review, Forbes, Manufacturers | 
Record, Trains and U. S. News-| 
World Report. In addition, quar- | 
ter-page copy is set to run weekly 
in the Chicago Journal of Com- 
merce and Wall Street Journal. | 

Direct mail to 25,000 top execu- | 
tives will feature the cornucopia, 
symbol of the drive. Material will | 
be sent on a frequent mailing. 
schedule. 

By late summer, the railroad | 
will offer a detailed brochure) 
creaking the N&W territory into)} 
ts component geographical areas, | 
Wit) the accent on cooperative | 
oc: governments, strategic cross- 
toa’ locations and accessibility to 
ma)ir markets and to the all-| 
we. her port of Norfolk. 

Houck & Company is the agency. 


Ac ds Conduit, Dettman 


_/ drew J. Conduit and Carl M. 
De! nan have been appointed’ ad- 
ver sing representatives of the 
“ er’s Digest in Canada. Mr. 
-O' iuit, who was formerly with 
“iO rty, will be located in To- 
oro, and Mr. Dettman, formerly 
al manager of the Windsor 
ta . will make his headquarters 
‘nN -tontreal. 


Se idback Joins Ormsbee | 


ward O. Sandback, formerly 
4r' director of Troeger Phillips, 
ave York, has joined Ormsbee, 
Mc re & Gilbert, Milford, Conn., 
1 art director. 


for an FM station. “We will,” he 
said, “somewhat against our 
wishes, concentrate on television.” 


Cites Cost Trouble 


Mr. Flynn, who said WPIX will 

New York—F. M. Flynn, presi- | have an annual payroll of ap- 
dent and general manager of the | proximately $750,000 for 160 em- 
New York Daily News, warned | ployes, outlined his difficulties in 
the television industry that the|setting up a television station. 
“matter of bidding up prices for | Outstanding among them were the 
program material can become differences between “estimated 
serious.” and actual costs.” 

Mr. Flynn, who is directing the} The station had figured equip- 
Daily News television activities at) ment expenditures at $420,000; 
WPIX, due on the air June 15, the latest figure now stands at 
spoke before the American Tele-| $600,000. The estimated cost for 
vision Society. ‘setting up the transmitter and 

“Keen competition for program building studios was $150,000; late 
material and the overpowering | estimates now are $525,000, he 
desire to be first can be a boom-| pointed out. 
erang for all of us,” he said. “De-| Mr. Flynn indicated that WPIX 
velopment of dog-eat-dog prac-| plans something special to “tell 
tices in an industry still in its); New York that there is a strictly 
infancy should be avoided.” ‘local station on the air,” but the 

At the same time the News ex-| station hopes to keep the promo- 
ecutive announced that the news-|tion, to break late this month, a 
paper will not appeal the FCC | secret. 
decision denying its application) Emphasizing the need for low- 


price television sets to increase 
the medium’s circulation, he said: 
“We plan to do our share to stim- 
ulate the public’s purchase of re- 
ceivers.” 

He also called attention to the 
necessity for television to find a 
way to work with the motion pic- 
ture people—“‘some of whom are 
looking on television with more 
receptivity.” 


Allen to MacKenney 


Allen Products Company, Al- 
lentown, Pa., maker of Al-Po dog 
food, has appointed MacKenney & 
Shotz, Philadelphia, to handle its 
advertising. 


Promotes New Remington 


Remington Rand, New York, is 
introducing its new two-tone grey 
Remington deluxe portable type- 
writer in a national campaign, 
including full and half-page black- 
and-white ads in Holiday, The 


| Saturday Evening Post and other 


consumer magazines and trade 
publications. Dealer aids include 
mat service, presentation and 
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counter manuals, envelope stuffers 
and point-of-sale material. Lee- 
ford Advertising Agency, New 
York, handles the account. 


OFFICE MANAGEMENT 


and EQUIPMENT 
; The Office Executive's Own Megetine 


ART BUYER, SPORTS AGE and Trade Direc- 
tories. 260 Fifth Avenue, New York 1, AY. 


AMERICA’S 
No. 
FARMER 


Undoubtedly the most influential farmer in 
America today is this thoughtful, leather-jack- 
eted gentleman from Vinton, Iowa. 


He is Allan B. Kline, new president of the 
American Farm Bureau Federation, which al- 
most overnight has quadrupled its membership, 
becoming the largest and most powerful farm 
organization in the world. 


Actually, Kline is a leader of leaders. For the 
1,275,000 Farm Bureau members are the influen- 
tial citizens of every rural community. They are 
proponents of free enterprise. Their farms are 
show windows of new, progressive agricultural 
methods. They are the leaders — the Influential 
Million farm families of America. 


You as an advertiser can reach this Influential 
Million through a single medium ~ Nation's 
Agriculture. Sell to the leaders — through the 
publication that speaks to and grows with 
America’s most powerful farm 
organization. > 


“NATION'S AGRICULTURE 


OFFICIAL PUBLICATION FOR 
1,275,000 
FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATION 
58 E. WASHINGTON STREET, CHICAGO, ILLINOIS 
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Eversharp Names Baker wan! - 
Baker Advertising Agency, To- Eire s Agencies 


ponto,, has been, sppointeisine|/ut Commissions 
Up to 15% Level 


for all products of Eversharp In- 
Dus_in—Most of Eire’s 16 agen- 


ternational, Inc., Toronto. 

Appoints Niles ‘cies have decided to stop giving 
Philip B. Niles, formerly vice-| Irish advertisers a “free ride.” 
president of American Water The Irish Association of Adver- 
Works Company, has been named |tising Agencies, representing 14 of 
public relations director of Owens-|the country’s agencies, has an- 
Illinois Glass Company, Toledo. nounced an increase in the total 
commission rate for agencies to 


15%, effective immediately. For 
the first time, all IAAA agencies 
will charge advertisers a 5% serv- 
ice fee in addition to the 10% 
commission they have been re- 
ceiving from newspaper publish- 
‘ers for ads placed. 


Tie Up Your Sales Ability 
With The Bastian Line-, 
Readily Saleable Year in, Year Out 


As a representative for this 53-year old 
firm, you'll enjoy protected territory, 
come in contact with leading business 
people in your community, and the 
straight commission compensation 
means NO CEILING on your earnings! 


You'll join a group of sales representa- 
tives, most of whom have been with us 
for a goodly span of time. We're rather 
proud of this minimum of turn-over. It 
proves we're not a moss-back organiza- 
tion, not too hard to get along with, and 
that we all enjoy working together. 
Bastian Bros. (AAA-1 rated), top leader 
in its field, employs 500 skilled workmen 
and is nationally represented. Every busi- 
ness is a prospect for a Bastian product. 
We make point-of-sale displays and 
signs; advertising specialties; name 
tes for manufactured products; cellu- 
id and metal buttons for political cam- 
paigns and unions; convention badges; 
employee service and safety award em- 
blems; manufacturers’ parts; calculat- | the new fee. 
ors; celluloid pocket rs; anything | 
in plastic sheets or to 13” in die-struck 


ae ot. Perkins Promoted | 
This comprehensive line, with accept- || Walter H. Perkins, sales and ad-| 
| vertising manager of the Interna- 
| tional Silver Company of Canada, 
'Hamilton, Ont., has been elected 
vice-president and managing di- 
rector. 


CDNA Recognizes Two 


The Canadian Daily Newspapers 
Association has extended agency 
| recognition to James Lovick & Co. | 
and Aikin-McCracken, Toronto. | 


now most Irish agencies have pro- 
vided their services free of charge 
'to advertisers and have depended 
for their income solely on the 10% 
commissions received from pub- 
lishers. 

“These commissions, originally 
intended as a nominal acknowl- 
'edgment of business passed along 
by an agent, have remained the 
‘same, save for one small increase 
of 2%% in the past 50 years, not- 
withstanding the vast difference 
in the services now rendered,” the 
IAAA said. 

The two agencies not affiliated 
with IAAA are expected to adopt 


sentatives maintain much better than 
average standard of living in both good 
times and bad! 


If this arouses your interest, we would 
like to hear from you. Write us today! | 


BASTIAN BROTHERS COMPANY 
2050 CLINTON AVENUE, N. ROCHESTER N.Y. 


GIVE ME 
MORE SPACE 


OR CHOOSE 


Nerarsn 
2 2, 


National Ad Manager has challenged everyone in 
the office. . 


. and (strictly off the record) he's been 
getting some results! Much less frequently now is it 
necessary to ask you for smaller sizes or alternate dates. 
and in our newsprint-rationed condition, that's a real 
step forward! We want to thank you for your understand- 
ing and co-operation during the rough times, past and 


present. It hasn't been easy, we know. 


REPUBLIC and GAZETTE 


/ Represented by 
KELLY-SMITH COMPANY 


New York @ Chicago @ Los Angeies @ San Francisco e Detroit 
Atlanta @ Philadelphia e@ Boston 


The IAAA explained that until | 


ison Company won two of the 


|Associated Business Papers sixth 
|annual business paper advertising 


|prize this year, but won five cer- 


Pr 
Sur rcot> Sse 


ee haga fe Pe oe te a 
ee 
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WIN PLAQUE AWARDS IN ABP COMPETITION—Here are the top winners in the sixth annual business papers advertising 
competition, sponsored by the Associated Business Papers. Top row, left: Timken Roller Bearing Co., Division 2; advertising 
manager, Paul J. Reeves; agency, Batten, Barton, Durstine & Osborn. Center: Pillsbury Mills, Division 7; advertising manager, 
Robert J. Keith; agency, McCann-Erickson. Right: Robins Conveyors, Division 3; advertising manager, Edwin M. Perrin; 
agency, Ross Roy, Inc. Lower row, left: National Lead Co., Division |; ee manager, William Knust; agency, Marschalk 
& Pratt. Center, above: Libbey Glass division, Division 6; advertising manager, Carl U. Fauster; agency, J. Walter Thompson 


| Center, below: Armour Chemical division, Division 4; advertising manager, R. E. Whiting; agency, Foote, Cone & Belding. 


Right: Johns-Manville Corp., Division 5; advertising manager, R. L. Johnson; agency, J. Walter Thompson. 


JWT, BBDO Win 
Top ABP Awards 


: aed és a 
/mour’s name as a supplier of acids | sion, Rockwell Mfg. Company; Wil- 
\ |liam A. Marsteller; McCarty Com- 


rand oils. pany. Waldes Kohinoor, Ink 
Johns Manville Awarded Joseph Bloom; Grey Advertising 
| Agency. Emil Greiner Compan) 


5. Construction and engineer- Bertram Stone; Jasper Lynch & 


. : i : Fishel, Plymouth Cordage Company) 
jing materials: Johns-Manville| winiam A. scherff; F&S&R. Indus. 


s eat | Sales Corporation. R. L. Johnson | tria} products division, B. F. Good- 

in Ad Com efition lis advertising manager and JWT |rich Company; H. E. Van Petten 
p | is the agency. The drive featured | 

|““Flexible Interiors.” r a 


| 6. Merchandise for resale ad- 
dressed to dealers and jobbers: 


7 Silver Plaques, 


35 Certificates Go Libbey Glass division, Owens-IIli- remember 
H nois Glass Company. Carl U. 
to Best Campaigns Fauster is ad manager and JWT Business 


the agency. 

7. Services and group advertis- 
ing: Pillsbury Mills, for an “Ad- 
ventures of the Plant Scientist” 
campaign. Robert J. Keith is ad 
manager and McCann - Erickson 
the agency on the account. 

Companies receiving certificate 
awards, their advertising manag- | 
ers and agencies, include: 


CLEVELAND—J. Walter Thomp- 


seven first-place awards in the 


competition. Forty-two business 
paper ad campaigns received 
plaque and certificate awards at a 
special ABP luncheon here April 


30. Division 1: Nordstrom Valve divi-| ® e 


Batten, Barton, Durstine & Os- 
born, which last year had charge 
of three of the seven plaque-win- 
ning accounts, won only one first- 


tifleate awards. Fuller & Smith & 
Ross earned four certificates. 

Sterling silver plaque awards in 
each of the seven divisions of en- 
tries were: 


National Lead Wins 


1. Operating and maintenance 
parts and materials: National 
Lead Company, for a drive featur- 
ing Dutch Boy trademark. The 
company has won certificates for 
the past three years. William 
Knust is advertising manager; 
Marschalk & Pratt handles the ac- 
count. 

2.Fabricating parts and ma-| 
terials, containers and packaging | 
supplies: Timken Roller Bearing | 
Company. Paul J. Reeves, adver- 
tising manager, supervised the| 
drive— which used four - color | 
bleed pages—and BBDO handles 
the account. 

3. Machinery and equipment: 
Robins Conveyor division of He- 
witt-Robins, Inc. Edwin M. Per-!| 
rin is advertising manager; Ross 
Roy, Inc., is the agency. 

4. Primary and process ma- 
terials: Armour Chemical division, 
Armour & Co. R. E. Whiting is 
advertising manager and Foote, 
Cone & Belding handles the Ar- 
mour account. Ads stressed Ar- 
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iswold-Eshleman Company. 


Division 2: E. IL DuPont de 
mours & Co., explosives depart- 
nt: J. Bruce Gillie; BBDO. Elas- 


Stop Nut Corporation of America; 
dfern Hollins; G. M. Basford Com- 
» ny. Merrimac division, Monsanto 
emical Company; Edmund Greene; 
rdner Advertising Company. Koro- 


1] division, B. F. Goodrich Com- 
ny; Mr. Van Petten; Griswold- 
}shleman. Plastics division, Gen- 


al Electric Company; R. L. Gibson; | 
jenton & Bowles. 

Division 3: Bulldog Electric Prod- 

ts Company; E. R. Dunn; Brooke, | 
~mith, French & Dorrance. Techni- | 
cal products division, Corning Glass | 
works; W. A. Belknap Jr.; Charles 


Classified Admen 
to Meet in June 
at Los Angeles 


Los ANGELES — Revenue-build- 


ager of the San Francisco Chron- 
icle, “Advertising and the People”; 


and George A. Cran, vice-presi- | 


dent and advertising director of 


‘the Vancouver Sun, “The Classi- 


ing and cost-saving ideas will be} 


the chief topic of discussion at the 
28th annual convention of the As- 
sociation of Newspaper Classified 
Advertising Managers at the Hotel 
Biltmore here June 14-18. 

The convention, first to be held 


| 


fied Manager—Right Arm of the 
Publisher.” 

At a session of classified man- 
agers of large city newspapers, 
topics will include rate card prob- 
lems, sales manuals, research and 
public relations for classified ad- 
vertising. 

Three trophies will be pre- 
sented for meritorious newspaper 


|. Rumrill & Co. Morse Twist Drill|by the ANCAM on the Pacific) nerformance—the James McGov- 
& Machine Company; A. R. Ander-|Coast, will be geared to the theme, | 


son; Sutherland-Abbott Advertising. 
rn. G. LeTourneau, Inc.; Bugene| 
Weyeneth; Andrews Agency. Mon- 
arch Machine Tool Company; F. W. 
pensinger; F&S&R. 


Two Monsanto Awards 


Division 4: Fearn Laboratories; | 
J. B. Kleckner; Howard H. Monk & 
Associates. Hercules Powder Com- 
pany; Theodore Marvin; F&S&R. 
Plastics division, Monsanto Chemica] | 
Company; E. D. Kennedy; Gardner | 
Advertising. Sandoz Chemical Works; | 
Frank MacKinney; James Thomas 
Chirurg Company. United States In- | 
dustrial Chemicals; A. E. Tongue; 
G. M. Basford Company. 

Division 5: American Steel & Wire 
Company, United States Steel Cor- 
poration; Wilmer Cordes; BBDO. 
Libby-Owens-Ford Glass Company; 
F. R. Hawkins; F&S&R. Pittsburgh 
Plate Glass Company; Robert Ward- 
rop; BBDO. Tri-Clover Machine 
Company; Richard M. Bode; Russell 
T. Gray, Ine. Wood Conversion 
Company; D. B. Anderson; Buchen 
Company. 

Division 6: Dormeyer Corporation; 
M. E. Allesee; John W. Shaw, Adver- | 
tising. National Enameling & Stamp- 
ing Company; Vernon S. Mullen Jr.; | 


Roche, Williams & Cleary. Stone} 
Straw Corporation; Clarke Stout; 
Henry J. Kaufman & Associates. | 


American Radiator & Standard Sani- | 


tary Corporation; H. L. Spindler; | 
BBDO. Blue Bell, Inc.; R. 8S. Le- 
Matty; Howard H. Monk & Asso- 
jates. 


Division 7: International Nickel | 
Company; R. L. Lloyd; Marschalk & | 
Pratt Company. Wire Reinforcement | 
Institute; T. J. Kauer; BBDO. Motor | 
Truck division, International Har- | 
vester Company; M. F. Peckels; | 
Aubrey, Moore & Wallace. Robins | 
Conveyor division, Hewitt-Robins; | 
Mr. Perrin; Ross Roy, Inc. Warner 
& Swasey; D. M. Pattison, Griswold- | 
Eshleman. 

Akers Comments 


Andrew J. Haire, president, | 
Haire Publishing Company, and | 
president of the ABP, presented | 
the awards. Judging of the com-, 
petition this year was headed by 
Kenneth W. Akers of the Gris- 
wold-Eshleman Company. Awards 
were based on five points: (1), 
Establishment of valid objectives; 
(2) adequately informative copy; | 
(3) pertinent illustrations; (4) ef- 
ficient use of space, and (5) evi-| 
dence that the campaign accom- 
plished predetermined objectives. 

Discussing the entries, Mr. 
Akers said that the objectives of 
many of the campaigns “as given 
in the letter accompanying the 
entries must have been written 
after the advertisements were | 
written. The men who write a 
good many of these ads don’t seem | 
‘to Know what the objectives of 
their own copy are. 

‘In much too large a percentage 
0! cases, the letters submitted with 
the campaign dodged the question | 
0! results. They said, ‘Difficult to | 
troce” ‘This campaign not intend- | 
ec to get specific results,’ etc. The 
Pp) duction and purchasing men 
among the judges couldn’t under- 
Stind this.” 


C narges Racket 
in Radio Repairs 

ert Briller, assistant publicity | 
a special events director of | 
WNEW, New York, has written 
“article for the July issue of | 

rybody’s Digest charging that 
« radio repair racket “threatens | 
pocketbooks of the nation’s | 
100,000 radio owners.” 
0 substantiate this charge he, 
“ cS investigations by the Re- 
‘“ rch Institute of America, Bet- 
‘ Business Bureaus and the 
K. dio Manufacturers Association. 
H puts the nation’s total bill for 
~ ars to some 25,000,000 sets at 
*- 5,000,000 yearly. 


fir 


| “Greater 


newspaper 
through classified advertising de- 
velopment.” 

Speakers and their topics will 
include James Mussatti, general 
manager of the California Cham- 
ber of Commerce, “Classified Ad- 
vertising and Community”: 
C. Smith, editor and general 


| 


} 


Paul | Greist, 
man- advertising. 


ern Memorial Award, the National 


Editor and Publisher Award. 


To Hicks & Greist 

BenMont Papers, Inc., New 
York, maker of flame resistant 
drapes, has appointed Hicks & 
New York, to handle its 


To Shappe-Wilkes 


1 

_ Shappe-Wilkes, Inc., New York, 

has been named to handle the ad- 

|vertising of Barclay Mfg. Com- 

|pany, New York, manufacturer of 
plastic-coated panels for walls and 

| ceilings. Magazines, trade pub- 


|lications and newspapers will be | 


used. 


Gets Sani-Way Account 


Thomas W. Berger, Inc., Cincin- 
nati, manufacturer of Sani-Way 
electric garbage eliminator and 
national distributor of a line of 
space heaters, floor furnaces, re- 
frigerators and steel kitchens, has 


profits| want Ad Week Award and the | Placed its advertising with Keelor 


ie Stites Company, Cincinnati. 


eal 
‘Shifts della-Cioppa 

| Guy della-Cioppa, assistant to 
|the chairman of the board of CBS 
for the past two years, has been 
,appointed associate director of 
network programs in Hollywood. 


| Widely used by Flour 

| and Feed Mfrs. for post- 
ing prices. Industrial 
plants use them for work 

tschedules, recording 
number of days worked 
without accident, special 
information, etc. Silk- 
screen processed on stee! 
or Hardboard. 


Advertisement at top may be in two, three 
or more colors, and may occupy any portion 
of sign. All sizes from 12” x 18” up to 48” 
x 72”. Any quantity from 10 to 10,000, Write 
for quotation. Mention size and quantity 
wanted and number of colors to be used on ad. 


BERLEKAMP SIGN CO. 
Dept. 122 Fremont, Ohie 


mitt 


In the inner sanctums of American business 


where vital decisions are made you will find 
Hammermill Cockletone Bond today. More 
and more executives are choosing this hand- 


some new paper because it has the quality, 


the unmistakable *heavier feel,” 


SEND FOR COCKLETONE PORTFOLIO AND SAMPLE FOLDER... 


Send this coupon now .. 
showing specimen letterheads and sample book of 
Cockletone Bond in all weights for letterhead use. 


LOOK FOR THE 


Cocklotme Born) 


the crisp 


. for Cockletone Bond Portfolio 


WATERMARK 


crackle and snap that say, “This is a message 


of importance.” 


Examine for yourself this fine new accom- 
plishment of modern papermaking . . . then 
consider appointing it your business represen- 
tative. Just send the coupon for samples. 
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Top Safety Council 
Award to Ad Council 


The National Safety Council 
conferred its highest award, the 
award of honor for distinguished 
service to safety, upon the Adver- 
tising Council on April 29, during 
the “Aldrich Family” program, 
sponsored over NBC by General 
Foods Corporation. 

Charles G. Mortimer Jr., chair- 
man of the council and vice-presi- 
dent of General Foods, accepted 
the award from Ned H. Dearborn, 


president of the Safety Council, | 


pledging the continuing coopera- 


tion of the council in helping re-| - 
| Wanted—Three Salesmen—two with | 


duce accident rates still further. 


iiiWalter Lowen 


PLACEMENT AGENCY 


* 

Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives © Copy © Art © Office 
Public Relations 


Please write briefly outlining 
cific experience of personne 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 


needs. 


| MU 9-2630 


inch. Regular card discounts 


r column on multiple 


| 


HELP WANTED 


HELP WANTED _ 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 

Consult our H. R. Hazard 
'GEORGE WILLIAMS CO.—Personnel 
| 209 S. State St., Har. 2063, Chicago 
Art Director and Retoucher—Me- 
chanical products. Would your fam- 
ily enjoy life in a small city? I have 
a good permanent job open. Good 
pay. 

Box 9563, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


2-3 years experience selling build- 
ing materials, engineering products, 
}or space (one for Chicago territory, 


one for New York)—and one with 
technical education or background 
in metals or mechanical industries 


You can build a suc- 
cessful future selling advertising 
space with an established, aggres- 
sive business paper publishing com- 
pany. Age 25-40; with initiative, 
poise, sincerity, and good judgment. 
Phone RAndolph 6-8497 in Chicago 
or Bryant 9-4476 in New York. 
ART SERVICE SALESMAN 
| Exceptional opportunity for experi- 
enced young man with agency con- 
tacts to make substantial earnings. 
Long established N.Y. Art Service, 
now serving leading agencies and 
national advertisers will back hi 
j}up with quality artwork and service. 
| All replies held in strict confidence. 
Phone LE 2-3538 or write: 
Box 9570, ADVERTISING AGE 
1330 W. 42nd St., New York 18, N. Y. 


(for Chicago). 


Creative advertising manager 


signment with manufacturer. 
experience. 


SALES PROMOTION TALENT 
AVAILABLE 


ground in many hard-to-sell specialties wants challenging as- 


Friendly personality that wears well. Ten years 
with one company. Ability includes lay-out and copy writing, 
house organs, sales training, direct mail. Salary requirements 
reasonable. Will leave Chicago if necessary. Write for com- 
plete transcript of background and photograph. 


Box 7060, ADVERTISING AGE 
100 E. Ohio Street, 


(39) with sales promotion back- 


Both industrial and consumer 


Chicago 11, lliinois 


Five publishers answered the following 
advertisements in January. One was 
signed up and 60 days after signing he 
writes, ‘You fellows have done more for 
us in the short space of time you have 
been on the paper than we have been 
able to do ourselves even with the as- 
sistance we thought we had in the Chi- 
cago territory.. We are now looking for 
one more good publication. 


TRADE MAGAZINE WANTED 
For 20 years a success in selling advertis- 
ing space in the Middle West on commis- 
sion basis. While we make our headquar- 
ters in Chicago we cover from Buffalo 
and Pittsburgh to Denver, the Canadian 
border to Memphis. We're looking to 
represent another publication in the 
trade, technical or business fields. 


Box 7050, ADVERTISING AGE 
100 E. Ohio Street, Chicago |!, Illinois 


EXCELLENT BUSINESS OPPORTUNITY 


California publisher of well-established 

national trade publications, desiring re- 

lief of some business responsibilities, 

offers 

I—Sale of publication, well established 
30 years; unquestioned leader in field: 
member ABC and ABP; price, $120,000. 


Or, 

2—Sale of publication established 1946: 
splendid future possibilities; price, 
25,000. Or, 

3—Active partnership to man with initi- 


ative and integrity. 
Publisher desires dispose of only one of 
above publications, retaining interest in 


either one or other. Replies held con- 
fidential. 
Box 7051, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, Illinois 


In the Land of the 
Fighting Salmon — 
Art Director 
Wanted 


In Pacific Northwest, a 
leading AAAA agency has 
need for versatile art di- 
rector, particularly one 
good on figures. Ability 
to handle certain amount 
finished work would _ in- 
crease income consider- 
ably. Would divide some 
time between Portland and 
Seattle. Good salary. 
Chance for fast advance- 
ment. Agency representa- 
tive will be in Chicago 
week May | Oth. 


Answer Box 706I. 
ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


WANTED: EXPERIENCED 
ADVERTISING SALESMAN 


OUR trade papers are on a 
national basis, and established 
as leaders in the field. Open 
territories throughout U. S$. — 
Straight commission when 
proven—many of our salesmen 
now make over $15,000 year. 


Box 7052, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


Foreign Distribution 
OPPORTUNITIES 
Under Marshall Plan 


With billidns of dollars to be distributed 
marketing of American-manufactured 
products can be given a foot-hold 
through permanent outlets. 


Over 25 years has given us a wealth of 
knowledge and connections in foreign dis- 
tribution. 


We will consider adding a few more 
desirable lines exportable to E.R.P. 
or indirect areas. 


Box 7059, ADVERTISING AGE 
330 W. 42nd St.. New York 18 New York 


O'SHEA 
“America’s Largest” 
3—EDITORIAL MGRS........ $6,500 
Leading gen’! interest (slick) mag 
desires 3 yng men age 30-39, mar- 


ried, children. Newly created posi- 
tions in non-fictional depts. 
be exper’d in writing & supervising 
editors of literature covering home 
furnishing & decorating, home bldg, 
remodeling & maintenance, or food 
& food preparation equipment. Can- 
didates may be now employed by a 
similar mag, or on the staff of an 


| encyclopedia or text book publisher. 


| known 


| tionally 


| time 


Allied sales promotion work with a 


mfr, wholesaler, or mail order firm 
would also be applicable. 
ACCOUNT EXEC..........; $5-36,000 


Well-established agency, diversified 
accounts covering industrial, con- 
sumer & farm fields desires agency 
trained man under 40 to take active 
part in management. Located within 
300 miles of Chgo. Will consider 
single man with relatively brief ex- 
perience. 


(Negotiations Strictly Confidential.) 


O'SHEA EMPLOYMENT SYSTEM 
Offices in 5 Major Cities 


SUITE 640 LYON-HEALY BLDG, 
' €4 BE. JACKSON, CHICAGO 4 


OUTSTANDING OPPORTUNITY 
FOR ADVERTISING MAN 

A well-established, nationally 

Minneapolis manufacturer 
products are distributed na- 

wants an assistant adver- 
tising manager. tecent personnel 
expansion requires a new man who 
can assume full responsibility of the 
advertising department and prepa- 
ration of advertising working with 
the Advertising and Sales Promo- 
tion Manager. Obviously he 
understand advertising procedure 
and production. He must be able to 
write, and must have the ability to 
create ideas and translate them into 
action. He must be personally co- 
operative and able to speak before 
groups. Age 30 to 40 preferred. Sal- 
ary commensurate with position. 
All communications treated in con- 


whose 


fidence. Please outline experience 
fully and enclose picture. 
Box 9558, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill, 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
1s5 N. Wabash, Fra. 0115, Chicago 


Two Retouching Artists Wanted 
One thoroughly experienced—one 
can be young man ready for better 
job. Mechanical products. Perma- 
nent. Good pay. Write: 

Box 9562, ADVERTISING AGE 

100 KE. Ohio St., Chicago 11, I). 


Serving Both Employer & Employee 
Advtg—Sales Prom. Megr.:.... $8,000 
Assistant Account Exec....... $4,200 


Industrial Copywriters ...... $5,000 
Jr. Copy-Engineering Deg.....$3,000 
Layout Artists... .$5,200 


SHAY AGENCIES 
30 W. Washington : Central 9800 


DID YOU EVER CONSIDER 
TEACHING ADVERTISING? 
Vacancy on instructional staff of 
one of the leading midwestern uni- 


versities offering courses in adver- 
tising. : 
The position—Beginning rank of 


lecturer. Courses in 
program with 
instruction. 

The man-College graduate, prefer- 
ably with some graduate work to 
his credit. Several years experience 
in advertising department, agency, 


regular day- 
limited evening 


or with some media Should know 
|layout and copy and have some ex- 
perience in radio although need not 


be an artist, top-notch copywriter, 
nor radio executive. Age—possibly 
in late twenties or in_ thirties. 
Should have ambition to teach. 

The salary-Quite above what you'd 
expect. Basic salary for basic nine 


months schedule. 
summer 
The application—Apply by letter 
giving references, and details of col- 
lege training and advertising ex- 
perience, Letters considered confi- 
dential. Letters considered carefully 


Additional pay for 


Session 


before definite appointments for per- | 


sonal interviews are made with ap- | 
plicants 
Box $568, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


THAT MACHINE-OIL FLAVOR — 


required when writing about things mechani 
cal and electrical, takes plenty of my kind of 
savvy Wide editorial experience in all fields 
plus publicity and = mail-order background, 
guarantees complete production knowledge and 

what's important—copywriting facility and 
felicity Want job as Copywriter, Editor or 
Adv. Manager, where lots of experience will 
count 


Box 7053, ADVERTISING AGE 
100 E. Ohio Street, Chicago Ii, Illinois 


Must | 


-| 24-year-old grad 


must | 


HELP WANTED 


|LAYOUT ARTIST, $5,000 per year. 


Well established advertising agency 
has an opening on its staff for an 
experienced Layout Man. If you are 
|now with a store, newspaper, agency, 


|}or manufacturer and if you are inter- | 


ested in a permanent position with 
| plenty of opportunity for advance- 
|}ment it will pay you to write 
us. Pleasant surroundings—no night 
| work — regular hours. Our staff 
| knows of this ad. All inquiries in 
| strict confidence. Please give all de- 
| tails in first letter including age, ex- 
perience, and samples. Samples will 
| be returned. 
| Box 9572, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il]. 
Advertising agency media rate clerk. 
Good opportunity. 


| Baker Advertising Agency, Ine. 
| 189 W. Madison St., Chicago, IIl. 
POSITIONS WANTED 
Art Direetor desires position with 
L.A. or Chicago agency 13 years 
|4A agency exp. with wide scope of 
|nat’l accounts. Good visualization 
sense for creative layouts. 
sox 9560, ADVERTISING AGE 
| 100 BE. Ohio St., Chicago 11, Il. 


CHICAGO AGENCY WANTED 
|} Young woman copywriter with ex- 
ceptional merchandising experience, 
plus newspaper, house organ bked. 
| Pxpect presentable layouts, produc- 
tion follow-through. Write: 

} Box 9561, ADVERTISING AGE 
| 100 E. Ohio St., Chicago 11, Il. 


I'm tossing my hat in 
the advertising ring! 
ready for 

June. Good background and experi- 
ence, Willing and eager. Write 
W. C. Smith, 723 Finkbine, lowa City, la. 


Adman desires position in space or 
time sales, copy or comb. of both. 
Exper. in layout and research; news- 
paper from class. to national, and 
outdoor. Admin. and exec. business 
experience, make good rep. or adv. 
mer. teferences and samples. 
Write: 

Box 9564, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


AN EXECUTIVE COPYWRITER 
WITH BASIC APPROACH 
Promotional! minded-creative-idea 
originator. Product analysis and 
program planning. Age 33—11 years 
consumer and industrial experience. 


5 years agency copy, contact, and 
detail. Salary minimum $750.00. 
Box 9567, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, I11. 


AND SALES EXECUTIVE 
years broad successful ex- 


ADVTG 
offers 20 


perience with large advertisers and 
agencies. Excellent record in ne- 
gzotiation and contract work. Prefer 
salary plus incentive. 

Box $569, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


~ REPRESENTATIVES WANTED | 
Chicago and Western States repre- 
sentative wanted to sell advertising 
space for growing annual publica- 
tion serving international trade 


field. Good opportunity. Liberal 
commission, 

g3ox 9571, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 
Established Space Representative 
for aggressive and effective sales 
duties for trade or consumer maga- 
zine or newspaper. W. Pa.; Ohio; E. 
Ind. and S. Mich. Prefer permanent 
affiliation with substantial publisher 
starting July. 

Box 9559, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
I have a nationally known Chicago 
industrial sales organization with 
a new and different plan to sell your 
products to industry—Drawing ac- 
count and direct mail appropriation 
required. 

30x 9565, 


100 EK. 


ADVERTISING AGE 
Ohio St., Chicago 11, Il. 
_MISCELLANEOUS _ 

IDEAS! IDEAS! IDEAS! $1 


255 stimulating ideas—copy, mer- 
chandising, publicity; mail order, 
retail, attention-getters; competitive 
ideas, unusual media, ete. 5-page 
cheeklist, $1. Satisfaction guaran- 
teed Idea Treasury, 149-F Storer 


Ave., New Rochelle, N. Y. 


CARTOON ADVERTISING 
PLANNED—PREPARED—PLACED 
in newspapers and magazines 
Posters Signs Displays 
Alvin M. Bantien 
Armada, R. 1, Box 164, Michigan 


Advertising, Sales Literature, copy, | 


for Publications and 
expertly prepared at 


layouts, ideas 
Direct Mail, 
low cost. 
Robert Peterson, Phone Central 6750 

442 Civic Opera Bldg., Chicago 6 
Cut your photostat costs. Low price 
top quality photostat service. Sharp, 
fully developed prints, enlarge- 
ments or reductions. Write on your 
own letterhead for price list 
sample 

Box 9566, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


large, national 
promotion, 


come associated with a 
over the exclusive sales, 
products. 


have been on the market for about 7 y 
that will amaze you 
We believe that our 90% distribution on 
in Texas, Oklahoma, Arkansas, and Loui 


investigation. 
Box 
100 EF. 


7058, 


ADVERTISING AND SALES 


A young, aggressive, manufacturer of pharmaceutical products would like to be- 
distribution, 
We have our own manufactur 
feet and can assure you of unlimited quantities of our products. 
dence and thousands of satisfied customers. 
our products have practically 


a large advertising and promotion campaign. 


ADVERTISING 
Ohio St., Chicago 11, 


PROMOTION NEEDED 


organization who can immediately take 
and advertising rights to our 
ing plant of approximately 15,000 square 
Our products 
ears and we have plenty of clinical evi 
We can show you sales potentialities 
100% year ‘round appeal. 
the West Coast and our 50% distribution 
siana will develop immediate profits from 
This propesal will stand intensive 


AGE 
Illinois 


+ 


to | 


| Chicago, 


work in 


DEMONSTRATION—Beltone Hearing 
Aid Co. developed what it modestly 
calls "the world's smallest hearing aid." 
To prove that it is unnoticeable they 
hid it in Pat Feeley's hair, and took the 
above photo. AA, always ready to ex- 
amine both sides of a subject, testifies 
that it doesn't show. Ruthrauff & Ryan, 
directs Beltone's $750,000 
budget. 


‘Fear Psychosis’ 
Is Airlines’ Ad 
Problem: Dick 


SEATTLE—For competitive rea- 
sons, airlines of the country spend 
the greater part of $7,000,000 in 
annual advertising funds fighting 
for the business of the 20% of 
travelers who are willing to fly, 
instead of working on the poten- 
tial market of the 80% who have 
yet to be sold on air travel. 

Richard A. Dick, vice-president 
of traffic and advertising for West- 
ern Air Lines, explaining this 
point to the Seattle Advertising 
and Sales Club, said that airlines 
need most in their advertising to 
combat the “fear psychosis” and 
to sell the lines for their safe 
operation. 

But individual lines, with lim- 
ited budgets, cannot afford to 
spend much advertising effort put- 
ting across the industry’s story of 
safety when competitors are ham- 
mering away at the available 
market of ready air travelers. To 
some extent, he added, the Air 
Transport Association, speaking 
for the industry, has attempted to 
build the new market. 


‘Fare Psychosis’ 


Airlines must also combat a 
“fare psychosis”—the concept that 
air transportation is a luxury and 
costly, Mr. Dick said. To show 
the reasonableness of air travel, 
most carriers include typical fares 
in their advertising, he explained. 
| Public concern’ over safety 
raises another problem in adver- 
tising: How to introduce new 
models and how much to tell 
about new electronic and other 
safety devices. Airlines must con- 
sider, he said, whether the public 
|would be allergic to using new 
planes during the first few months 
|of operation, and “whether we 
|confuse the public mind” by ta!k- 
jing about installation of new 
\safety devices such as GCA 
(ground control approach) aid 
“Fido” fog dispersal now be ig 
pioneered on a commercial ba-is 
at the Los Angeles airport. 


Changes Roto Makeup 


The Newark Sunday News ro 0- 
gravure magazine section will 0¢ 
changed May 30 to a “standa: i” 
size of five columns of 200 li: es 
each to facilitate makeup of :.:- 
tional advertising. The sect 
|carried 410,615 lines of adver *- 
| ing in 1947. 


Increases Ad Rates 


Effective Aug. 1, 1948, West« 
Producer, Saskatoon, Sask., © |! 
increase its advertising rate fr 
os cents to 80 cents per ag: '¢ 
ine. 
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‘ |creased spending power “saat . subject, “Is advertising losing out Norman Rich Moves 
“overnment Needs back a sellers’ market,” he said, Benton Will Head to public relations?”. Norman Rich Studios, Chicago 
v \“I make this appeal to you—let’s S k ‘ List at _ The problem of training adver- .ommercial art studio, has moved 

/keep our heads. The preparedness pea ers tising personnel will be considered t 4 new and larger quarters at 318 


‘hover on the fringe of a sellers’} Crycrnnati—Heading the list of | cluding James E. McCarthy, dean | 

| - market, moving in and out more | speakers scheduled to address the ‘of the College of Commerce, Notre | | 5 M | LL] 0 iM 
it pu ~ osgrove than once. And we will never) 44+, annual convention of the | Dame University; Donald W.| 
liam Benton, former partner of | ciate University; J. H. S. Ellis, | 

president, Avco Mfg. Corporation. | the most important things we can | ‘John J. Karol, sales manager, Co-| And they have 10 billion dollars to 


f . * . . 
: |problem may be a touch-and-go bd at a two-hour session by a joint N. Michigan Ave. 
May Cut Appliance 'matter for some time. We my AFA Convention educator-business man panel in- 
again be worthy of public respect | 4 qvertisin : _| Davis, professor of advertising, | 
:  pgee g Federation of Amer-| : ! 
é BurFALO, N. Y.— “Hard times | if, this time, we show ourselves | ing here June 13-16 will be wit- | Sennayivania State ee ake 
are not coming—but soft times are | to be fair-weather friends to the |/Kenneth Dameron, professor, io 
; going” in the appliance business,| People who want to buy our) poiton & Bowles, chairman of the | 
according to R. C. Cosgrove, vice-|800ds. . . I believe that one of | Encyclopaedia Metiennicn an d_| President, Kudner Agency; and MUST EAT AND DRINK 
: Musak, Inc., and head of the U. S. | : ; spend! If you have food, drinks, cos- 
Speaking at the annual conven- do is to rededicate ourselves to delegation to the U.N. Conference | lumbia Broadcasting System. be of ices or aap Ghat Weetul 


tion of the National Electrical|the maintenance of rigidly high ti areer to sell, the best way to reach the Ne- 
J, Wholesalers Association here last | standards of sales relationships | sow — en Mead & Co. Appointed gro is through the Negro papers and 
week, Mr. Cosgrove predicted a With the public, come what may.”| Other advertising and business} New Hardware News, ew | Mageaines be seats wen Shes Se 
‘ larger sales volume of appliances, am leaders to participate in the four-| York, has appointed Mead & Co.,| pers pays big dividends, for the Amer- 
if defense requirements do not Names Becker & Lush day program include Dr. Vergil | Boston, publishers’ representative, | ican Negro is the most loyal customer 
trim production figures materially. Alfred B. King Company, New | Reed, associate director of re- Sogland.” its advertising in FO ee ee = 
earing “It may prove to be impossible,” |Haven, Conn., has appointed| search, J. Walter Thompson Com- : "Interstate United Newspapers, Inc., 545 
destly Mr. Cosgrove told the wholesalers,| Becker & Lush, New Haven, to| pany; Fairfax Cone, Foote, Cone +75 P ‘N B | ieee Ave., N. Y., serving America’s 
| aid.” “for your manufacturer to meet | handle its advertising. Trade pub- & Belding; and Henry Obermeyer, | ving Names rostrom | leading advertisers for over a decade. 
» they the production estimates he has |lications, regional magazines, news- | c,,<olidated Edison Company, Ethel Brostrom, formerly assist- NOTE: “* now have facts compiled by the 
ok the made for this year—in appliances, | PaPers and direct mail will be used| 7 york Mr. Cone and Mr. ant home furnishings director of * Research Co. of America on brand 
to ex. a : to promote the company’s mate- . Better Homes & Gardens, has been | preferences of Negroes from coast to coast, 
stifies television receivers and perhaps -isic handling and welding equip- |Obermeyer, at the Monday ses- named merchandise editor of | the only study of its kind ever made. Write now 
Ryan radios. Give him your understand- | jjent. ~~ | sion, will head a discussion on the Mademoiselle’s Living, New York. | for this free information, 
50,000 ing. He made the estimate in 


good faith. He will try to fulfill 


— it in good faith. But if he can’t 
@ get the sheet metal and copper 
and aluminum and other short 
materials he has counted on, he) 
simply can’t turn out the goods.” | 
To Reach New Heights 
= However, if government’s re- 
spend quirements do not take too large - 
00 in a slice of the raw material pie, 7 
shting appliance sales should reach new ‘a 
9% i heights in ’48, he asserted. One 
«= important requirement is con- 
tee vincing prospects that they want 
hate appliances more than other con- 
sumer items. “We are definitely | 
ditons in competition with other indus- kee 
West- tries,” Mr. Cosgrove declared, “and a 
this this type of competition is just as ; 
tising per as competition within an) te 
industry. bee 
aoe Charging © that many  whole- 4 Trust he herp 
> ae salers, retailers and even some | 4 “ont Foe the “be” wey 
cafe (jg manufacturers underestimate the i srmpy the win le a that 
importance of the radio market, pyr eee 
lim. Bp be. cited several developments | 5 wah die 
a to @ Which assure sustained sales of “hat you'll tke 
Fant. radios. “The replacement market ae ale 
oe ad is oe | os In addition, 
‘ one and a half million marriages 
‘av will take place this year, with’ Try HUNTER 
_—* hundreds of thousands of new f cl 
, ae homes formed as a result. | Sep ae te ee 
aking Citing the success of the Radio 
fed to Manufacturers Association sales * 
test in Hartford, Mr. Cosgrove = 
alled the high percentage of com- dé ad . — : 
inations sold one indication of Cece ee Coming tm 
sat a fy Oe potential replacement market. 
t that Concerned with New Users 
Ses Moreover, an increased number 
ical. f radio stations, “more than 2,000 * ” 
Saves in operation in the near future 
sinod, some 700 FM stations by the SO e | N 
we end of the year,” and develop- | 
lear. ments such as two-way Walkie- 
cae Talkies will, in his opinion, keep 
—_ the sales gateway wide open. 
other Regarding the appliance mar- 
t con- Kel we gear gen pony ee | 
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Pp “> for television, Mr. Cosgrove | And being so light, you save am average of 60% on shipping costs— On ti tonp-enests. 
roo- fg *s vted: “While radios and ap- | making first class and air mail economical. So get full details by mail- = Have a representative call to give 
ill ve bli aces should, for years to come, | ‘ “ me full details. 
dari” ‘er ain important sources of busi- ing the coupon now. Rh © 
lies HJ nes . television will far outstrip fell th Name 
f 14° Brac > and will still be climbing | ruth. 
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Agencies Giving © 
Extra Services 
Free, Wiley Says 


WASHINGTON — The way to get 
good coordination and planning in 
advertising is to provide “an eco- 
nomic future” for the talent and 
the agency responsible for the job, 
J. E. Wiley, chairman of the 
board, Fuller & Smith & Ross, told 
the Washington Advertising Club. 

Calling for a greater apprecia- 
tion by advertisers of the costs of 
creative production, Mr. Wiley 
argued that salaries must be high | 
enough to attract good men, and | 


ithe agency must have a guaran-|all 


teed profit for its effort. 


the minds”—producer, dis- 
tributor, retailer and consumer— 


| 


In the absence of a cost ac- | which must be favorable to the | 


creative talent, Mr. Wiley found | 
advertisers “chiseling” creative ef- | 
fort from staff members, printers 
and agencies. 

“Why should the agency pro- 
vide a full package of extra serv- 
ices without a guarantee that the 
advertiser will cover its costs plus 
a profit,” Mr. Wiley asked. “Where 
is the career for a good man in 
the advertising department if | 
there is no value placed on his | 
services?” 

Effective advertising of ex- 
pensive goods—as contrasted with 
“package goods’”—involves exten- 
sive merchandising and coordina- 
tion with the dealer organization, 
he explained. 

As an example of the all-inclu- 
sive service which he considers 
necessary for effective merchan- 
dising, he showed a chart listing 
all the merchandising tools pro- 
vided by the agency to “influence | 


|counting system to put a value on \sale of the product. 


ABC, Mutual Billings 
Up; CBS Sales Down 


ABC’s gross billings for the first 
quarter of 1948—$11,857,194—in- 
creased 14.2% over the 1947 figure 
of $10,387,004. 

A report previously released by 
CBS showed first quarter gross 
income of $26,252,456 for all com- 
pany operations for this year— 
against $26,334,922 for 1947. At 
Mutual the first quarter sales 
were up 5% over the figure of 
$6,135,401 for the corresponding 
period last year. 


Hendryx Joins Aeolian 
James D. Hendryx, formerly 
advertising and sales promotion 
manager of Commercial Controls 
Corporation, Rochester, has been 
appointed advertising manager of 


|Aeolian American Corporation, 


East Rochester, 
turer. 


piano manufac- 


pages of 


*Exclusive of classified Source, ‘Leading 


in all...used the 


House Beautiful 


last year 
than any other 


national magazine 


Notionol Advertisers” 


Better yo ume... Better your Larg 


Will Cresmer handed out extra-special cigars at the Cresmer 
Woodward party at the ANPA shindig in honor of his newly a:- 
rived granddaughter. . . And Roy I. Newborn, assistant city circu - 
lation manager of the New York Herald Tribune, is the proud 
father of a baby boy, Barry Howard... 

Ted Steele, vice-president and radio director of Benton & Bowles. 
tells all about the current status of video in an article in the next 
issue of American Mercury. .. Alpha Delta Sigma, national adve-- 
tising fraternity, honored Prof. George B. Hotchkiss, chairman .{ 
the marketing department at the New York University School of 
Commerce, at a dinner April 22, marking his 40th year as a mem- 
ber of the NYU faculty. Sigurd Larmon, Young & Rubicam presi- 
dent, was inducted as an honorary member of the fraternity, 
following the dinner. . . 

Leslie Munro, associate copy director of Geyer, Newell & Ganger, 
is making it known in no uncertain terms that she is a member 
of the fair sex—after the April issue of “AFA News” reported 
that she was the only “man” who was brave enough to write a 
chapter for “How to be a Successful Advertising Woman,” the 
book published for the Advertising Women of New York... 
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VETERAN HONORED—The box being presented to G. H. Ligon (left) contains 

a silver trophy marking completion of 35 years as representative of Jacobs 

List, Inc., Clinton, S. C., representative of religious and farm publications. 

Robert F. Black (right), making the presentation, thinks this record may give 

Mr. Ligon the championship among representatives for continuous service with 
one firm. 


Luis Dillon, v.p. of McCann-Erickson, New York, is back from a 
10-week business trip to Latin America. .. NBC trade news editor 
Jo Dine, has been elected president of the New York chapter of 
the 36th Infantry Division Association. . . James A. Lee, managing 
editor of Chemical Engineering, is the new president of the Elec- 
trochemical Society. . . 

A new outside job for Anne Hayes, director of women’s activi- 
ties for KCMO, Kansas City, Mo., is service on the advisory com- 
mittee of American Women Broadcasters for the UN. . . Ivor 
Lambe, managing director of Lambe & Robinson, London agency, 
is in New York for consultations with Compton Advertising, 
whose interests L&R represents in England, and with P&G and 
Lambert Pharmacal Co., whose advertising Lambe & Robinson 
handles in Britain. . . 

Charles S. Redding, pres. of Leeds & Northrup Co., Philade!- 
phia, who celebrated his 40th anniversary with the company a 
couple of weeks ago, spent most of the day at his desk, interrupted 
frequently by friends’ congratulations. His associates did him 
honor at a dinner that night at the Manufacturers Country Club. 
Oreland. .. 

Another Eagle Scout has been discovered in New York agency 
circles—Bob Parman, account executive at the Ted Bates agency... 
A happy day for Edwin L. “Andy” Andrews, exec. v.p. of Fuller & 
Smith & Ross, was April 14, the day of his discharge from St 
Luke’s Hospital, Chicago, where he had spent six weeks recovering 
from a heart attack. He’s now back at his desk in Cleveland. 

Sumner Collins, prom. mgr. of the New York Journal-America", 
and his wife, Sylvia Porter, New York Post financial editor, threw 
quite a shindig on May 7 at the Waldorf, in celebration of the! 
fifth wedding anniversary... 

CBS Writer Martin Weldon has a new book out on Babe Ruth. 
Among the winners of the Survey of Advertising course given »y 
the New York Advertising Women were Jeannette Krantz, sec:°- 
tary at Reiss Advertising, and Marie B. Wickel, secretary at Keny 
& Eckhardt... 

It’s a baby girl, Karen Ann, for Robert Bendick, news and spec +! 
events director of CBS. television. World travelers inclu ie 
Thomas W. Hughes, vice-president of National Export Advertisi 1g 
Service, who will visit Hawaii, the Philippines, China, Hong Ko: g. 
Straits Settlements and Siam during the next three months ad 
George Cueto, managing director of Romamer Advertising, Ro: ¢. 
who is visiting New York City. . . 

ABC President Mark Woods has been eiected a member of | ‘¢ 
board of directors of the Economic Club of New York for a th: ‘€ 
year term. . . Ben Nash, product development consultant, is © ° 
author of a book on “Developing Marketable Products and Th '' 
Packagings,” published by McGraw-Hill. . . 

The engagement of Barbara Will, executive secretary to the vi: 
president of the Crosley Broadcasting Corp., to Willard Schroed 
radio and television director of Ketchum, MacLeod & Grove, Pit - 
burgh, has been announced. 

Wallace S. Hill, eastern mgr. of Outdoors, and his bride, the f: 
mer Alma B. Whiting of Haworth, N. J., flew to Kingston, Jamai: '. 
for a month’s vacation, following their wedding in New York. 
Julian Schwartz, gen’] mgr. of WSTC, Stamford, Conn., and M >. 
Schwartz celebrated their silver wedding anniversary not long ago. 
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70-95% in U.S. 
Are Trademark 


Conscious: Link 


New YorK—Between 70 to 95% 

‘ all people in the United States 

iy according to brand or trade- 
mark, Henry C. Link, vice-presi- 
cent of the Psychological Corpo- 
ation, told members of the United 
States Trade Mark Association at 
its 70th annual meeting here. 

“Back in 1932 we started a na- 
tionwide eonsumer survey which 
we called the Psychological Brand 
Barometer,” Mr. Link explained. 
“And we have accumulated, dur- 
ing the past 16 years, a great fund 
of data on over 500 trademarked 
items in over 40 product classifica- 
tions.” 

“One of our consumer surveys 
showed that 85% of all people 
immediately know that the circular 
seal containing the script letters 
‘G-E’ means General Electric,” 
Mr. Link said. 


New Officers Listed 


In one survey the Psychological 
Corporation asked people, “What 
does the brand name or trade- 
mark of an article mean to you?” 
and 88% of the answers were 
grouped around phrases such as 
“guaranteed quality,” “You can 
trust it,” and “It’s a habit with 
me,” Mr. Link reported. 

Officers and directors elected at 
the association’s annual business 
meeting are: William G. Wer- 
ner, director of public relations, 
Procter & Gamble Company, who 
was reelected chairman of the 
board and _ president; Kenneth 
Perry, Johnson & Johnson; George 
S. MeMillan, Bristol-Myers Com- 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


There is an enormous current demand in the advertising 
field for reliable, up-to-date data on population, retail sales, 
manufacturing, wholesaling, retailing, on buying habits and 
brand preferences. 

Almost without exception, there are no recent government 
figures in this area. And it seems likely that there will be 
no new ones very soon. 

But advertising media, trade associations and other groups 
are estimated to spend well over $5,000,000 collecting such 
market data covering their own fields. Reports of new studies 
appear from time to time in the “Information for Adver- 
tisers” column on the editorial page of ADVERTISING AGE, and 
have proven exceptionally popular with readers. 

Now, ADVERTISING AGE proposes to bring together, in one 
master list, all possible market data issued by advertising 
media, trade associations and others. The data will be de- 
scribed briefly, and classified by type of market or geographic 
area, thus providing a comprehensive index of all available 
market data in all fields. 

All advertising media are invited to submit market studies 
or compilations for inclusion in this master list, to appear in 
the May 24 issue of ADVERTISING Ace. To be included in the 
listing, material must deal with market facts (booklets or 
brochures which contain media data only will not be listed), 
and it should clearly indicate whether the material is avail- 
able for distribution to advertisers and agencies, and under 
what conditions. 

Market data material submitted for inclusion in the May 
24 listing should be addressed to Market Data Editor, ADVER- 
TIstInc AGE, 100 E. Ohio St., Chicago 11, Il. 


ucts Corporation, elected treas-|Company; Arthur E. Johnston, 


urer; Henry B. King, reelected 
secretary and assistant treasurer, 


and Joyce Harris, reelected assist- 
|Eastman Kodak Company, Roches- 


ant secretary. 

New directors elected for three- 
year terms are: James Best, 
Quaker Oats Company; William 
N. Connolly, S. C. Johnson & Son; 


|George F. Tilton, Anheuser-Busch, 


pany, and Victor D. Broman, Na- | Inc. 


tional Carbon Company, reelected | 
vice-chairman of the board; Fred- | 


erick Moeller, Lehn & Fink Prod- 


Incumbent directors reelected 
for three-year terms are: Vic- 
tor D. Broman, National Carbon 


Colgate-Palmolive-Peet Company; 
William E. MacKay, National Bis- 
cuit Company, and N. M. Perrins, 


ter. 


Skinner Appointed A.M. 


John H. Skinner Jr., formerly an 
account executive of Theodore R. 
Sills Company, Chicago, has been 
appointed advertising manager of 
Dailey Mills, Inc., Olean, N. Y., 
manufacturer of Double Diamond 


Borg Forms Research | 


Firm in Minneapolis | 

A new Minneapolis research or-| 
ganization, Mid - Continent Sur -| 
veys, serving Minneapolis and the 
Upper Midwest, has been formed 
by Lloyd Borg, formerly director 
of the Minneapolis Tribune’s Min- | 
nesota Poll. The new firm will be. 
affiliated with Washington Sur- 
veys, Washington, D. C. 

Elvina Molgren, interview spe- 
cialist; Alfred W. Hubbard, re- 


search director of Modern Medi- 
cine publications, and Dr. R. O. 
Nafziger, newspaper readership 

expert, will be associated with Mr. 
org. 


Giraitis Heads Sales 

Stanley B. Giraitis, assistant 
general sales manager of Three 
Feather Distributors, Inc., sales 
subsidiary of Schenley Distillers 
Corporation, New York, has been 
appointed general sales manager 
of the company. 
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livestock feeds. 


repared and broadcast by farm expert Harry Campbell, 
th homemaking tips for farmwives by Gladys Blair, and rural 
ngs by radio-screen-recording star Bob Atcher. 

* MB 50-100% Day-Night Area. #Sales Management, May 1947 


EVERY 15 CENTS GETS YOU A DOLLAR 


No wonder WBBM has been Chicago’s most sponsored station for 22 years! 


There’s no catch. The “Country Hour” is doing big business for 
each of its participating sponsors —at an average actual selling 
cost of only 15 per cent! 

It can do as well for you. 

Because it’s the earliest farm program broadcast by any 
Chicago station. Because it reaches farm families first -when 
they're able and eager to listen (5:00-6:00 A.M.). Because it 
gives them first the information they need: weather, crop, 
market, and agricultural news reports.” 

And, of course, because the “Country Hour” is on 50,000-watt 
WBBM, which reaches 400,000 farm families in 111 counties,* 
where the per-county cash farm income is 96% higher than the 
national average !* 

The “Country Hour,” like all WBBM-built programs, delivers 
high returns at low cost. Building sales—scoring measurable 
results—is a WBBM habit. Has been for the past 22 years. 
Is today. That’s why advertisers place more business 
on WBBM than on any other Chicago station. 


50,000 WATTS +» COLUMBIA OWNED + 780 Kc 


Chicago's 
Showmanship 
Station 


WBBM 


Represented by 
Radio Sales 
Radio Stations 
Representative... 


CBS 
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Business Paper 
Page Volume Up 
0.7% in April 


Cuicaco—Business paper adver- 
tising volume last month was 0.7% 
greater than in April last year, 
according to Industrial Market- 
ing’s monthly tabulation of pages 
of advertising in business pub- 
lications. 

Total pages carried in April 
were 27,935, compared with 27,753 
in April, 1947. This brought the 
total for the first four months this 
year to 107,303 pages, 66 fewer 
than the 107,369 carried in the 
corresponding period of 1947. 


FOR DETAILEL 
nue ENCE DATA 


industrial 
MARKET 
DATA BOOK 


During April, ,industrial publi- 
cations carried 17,847 pages, up 


up 0.4% from 67,711 pages. Trade 
publications carried 6,547 pages, 
up 1.4% from 6,456, and_ their 
four-month total is 24,695; down 
0.2% from 24,739. 

Class publications carried 2,328 | 
pages, up half of 1% from 2,316; 
in four months they are down | 
3.5%, from 9,607 last year to 9,268. 

Export publications in April 
ran 1,213 pages, down 4.5% from | 
1,270. In four months they have 
carried 5,384, up 1.4% from 5,312) 
in the corresponding 1947 period. | 


Helbros Plugs New Watch | 


Helbros Watch Company, New 
York, will feature new Fashion 
Award watches in a _ full-page 
color ad in the June Harper’s Ba- 
zaar, page ads in all jewelry pub- 
lications and on its “Quick-as-a- | 
Flash” program heard on 400 Mu- | 
tual stations. The agency is Wil- 
el H. Weintraub Company, New 
| York. 


| 


APRIL BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, 
0.8% from 17,711 a year ago. For/| without written permission. 


four months, their total is 67.956 } and have standard 7x10-inch type page. 
, ’ | 


Industrial Group 
Aero Digest 
American Aviation 

(semi-mo. ) 
American 


American Printer 


| Analytical Chemistry 


Architectural Forum 
Architectural Record...... 
Automotive Industries 
(semi-mo. ) 
Aviation Maintenance .... 
NS are 
Bakers’ Helper (bi-w.).... 
Bedding 
Better Roads 
Brewers’ Digest ........... 
Brick & Clay Record...... 
Bus Transportation........ 
Butane-Propane News 
Canner (w.) 
Ceramic Industry 
Chemical & Engineering 
News (w.) 
Chemical Engineering 
Chemical Industries 
Chemical Processing 


Commercial Car Journal... 
Construction Digest (bi-w.) 
Construction Methods 

SUEY wb ch adicncesce 


must not be quoted or reproduced 


Unless otherwise noted, all publications are monthlies 


} 


Pages 
19481947 | 
“él 96 
33 7 
192 159 
144 113 
i*428 "435 
46 44 
37 39 
150 131 
165 158 
158 1&5 
3 61 
104 *157 
163 169 
aA 76 
36 33 
39 47 
1§*55 “34 
148 138 
108 108 
*s2 *R3 
§*120 $*102 
/133 129 
1259 289 
"115 *110 
109 70 
45 42 
161 $186 
$291 $303 
"153 "148 
129 135 
52 50 


AFT ER a year of experimentation — studying 
materials and processes, P& A is now produc- 
ing plastic plates for newspaper use. 


The material employed is entirely different 
than that in general use. In sheet form, free 
of air pockets, it nails perfectly ‘to metal bases. 
It will not chip -- corners and sides remain intact. 


This tough plastic is doubly processed. A hot 
press for initial pressure, a cold one for a second 
moulding—an operation providing a plate closer 
to the standard thickness newspapers require, 
than any to be secured. These plastics when 
produced from properly prepared originals and 
patterns, never need be tooled or routed. 


Thus P&A now offers a complete service 
within its field to advertising agencies and na- 
tional advertisers. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS 


* NICKELTYPERS «© MATRICE MAKERS - 


STEREOTY PERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


Pages 
1948 1947 
Contractors & Engineers 

Monthly (9% x14) ....... 71 53 
Cosgrove’s Magazine....... 34 32 
 & gC eR ee 84 113 
SIN bso cadg tic 60 cw « Os 22 
| Diesel Progress (8%x11).. 43 62 
Distribution Age ......... 66 68 
Drug & Cosmetic Industry 133 *142 
Electric Light & Power... . 97 71 
Electrical Construction & 

Maintenance ........... 143 119 
Electrical South........... 73 52 
Electrical West .......... $149 144 
Electrical World (w.)...... 254 209 
SN Kans bs 60o Sense 199 206 
Engineering & Mining 

EY, SER ete wenn ic cod 1140 132 
Engineering News-Kecord 

Gian ‘Ga seedeceds codveses TS) "440 $*416 
Excavating Engineer ..... 39 40 
Factory Management & 

Maintenance ........... 297 316 
Fire Engineering ......... 40 41 

- 1. eee 132 144 
Food Industries .......... 174 186 
PEE Shines noida naes *51 “54 
Food Processing Preview. . . 69 71 
© .thadaweed ds reni §*208 *228 
Sl. «nticdiek aphtn xs ve chdude 46 51 
Gas Age (bi-w.).......... vi1l19 298 
Heating, Piping and Air 

Conditioning ........... 132 117 
Heating & Ventilating.... 86 78 
Ice Cream Review......... lil 100 
Industrial & Engineering 

CN “vn anbnbddias ees 124 113 
Industrial Finishing 

fl, OMS 94 86 
Industry & Power......... 149 138 
li > See *{638 *583 
Machine Design ........... *257 *254 
Machine & Tool Blue Book 

OT SE eS 266 280 
ES Bun tees s ie 289 302 
Manufacturers Record .... 37 45 
Marine Engineering & 

Shipping Review ........ 1100 120 
Mass Transportation ...... 34 35 
Materials & Methods....... 146 160 
Mechanical Engineering... 122 106 
Mechanization ............ $107 $112 
Metal Finishing .......... 73 72 
Metal Progress ........... 118 125 
ae a 112 111 
Milk Plant Monthly...... 64 58 
Mili & Factory............ 303 235 
Mining & Metallurgy...... 23 29 
Modern Machine Shop 

—* ESSE 281 294 
Modern Packaging ........ 218 *124 
Modern Plastics .......... *167 *195 
Modern Railroads ...... 16 17 
National Butter and 

Cheese Journal ........ 57 68 
National Petroleum 

Lo era {102 t100 
National Provisioner (w.).. {$175 $212 
National Safety News..... 58 57 
Oil & Gas Journal (w.)..t/§*578 *§455 
Operating Engineer ....... 153 197 
Organic Finishing ........ 30 14 
Packaging Parade (9% x12) $85 51 
Paper ladustry & Paper 

. see, ne oa 92 86 
Paper Mill News (w.).... 7§*138  *§130 

| Paper Trade Journal (w.). 7*195 *201 
| Petroleum Engineer ..... $143 185 
Petroleum Processing ..... 58 36 
Petroleum Refiner ....... “162 $°3387 
y Ss YO eee *114 *115 
NN «tS cu Oe cme das 00d 208 220 
Power Generation......... 93 116 
Practical Builder ........ 188 7 

| EE 6a4-dss ads eee aa 62 60 
Product Engineering ...... 1*281 *270 
Production Engineering & 

Management ............ 79 81 
Products Finishing 

be. es age eee 95 o4 
Progressive Architecture... 90 92 
..  — i, ae er 248 265 
Quick Frozen Foods & the 

BME ENE nvcwsetcacs 65 96 
Railway Age (w.)........ V181 220 
Railway Engineering & 

Maintenance ........... 63 47 
Railway Mechanical 

it tne is 6 da on 1110 121 
Railway Purchases & Stores 89 89 
Railway Signaling ........ 32 27 
Roads & Strests .........: 82 82 
SG eae ee 143 *184 
Sewage Works Engineering 18 24 
es aie 55 MM“ 
Southern Power & Industry a5 83 
et Se oe desk eames @ “305 *436 
Supervision .......... 14 12 
Telephone Engineer . : $64 62 
Telephony (w.) .......... §I*117 *101 
Textile Industries 191 159 
CR ee 231 242 
(Se *113 *98 
Tool & Die Journal (5x7%) 91 114 
Tool Engineer ............ 80 84 
Traffic World (w.)...... 101 90 
Water & Sewage Works.. $126 62 
Water Works Engineering. R4 275 
Welding Engineer ...... ‘ 65 $93 
West Coast Lumberman.. 127 “114 
Western Canner and 

OO Te "50 "56 
Western Construction News 110 101 
Wood Construction & 

Building Materialist is 44 32 
Wood Worker ......... *81 “7 
Woodworking Digest 

EDs o'e'6 dG'e 60 vl de> *177 *125 
. eA 4178 *255 
World Petroleum ........ 61 56 

. eee 17.847 17,711 

Trade Group 
Air Conditioning and Re- 

frigeration News (w.) 

oy eae $83 65 
American Artisan ...... 124 107 
American Druggist ..... 14s 172 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w.) ....... 299 258 
Boot & Shoe Recorder 

eS SS ey eee $*312 *§$368 
Building Supply News.... 1134 111 
Chain Store Age— 

Administration Edition 

Combination ale 34 29 

Druggist Edition ....... $108 123 

General Merchandise— 

Variety Store Edition. . 166 149 

Grocery Edition 106 121 
Department Store 

0” UP See 85 104 
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Pages 
1948 19.7 
Domestic Engineering 173 1 
Electrical Dealer.......... 75 6) 
Electrical Merchandising 

SD. egased teen eecoees 195 185 
Electrical Wholesaling $*160 *$14, 
Farm Equipment Retailing 83 87 
Farm Implement News 

DED “Ewbdhodiwdéuseecré )*185 16) 
Fountain Service ......... 56 50 
Fueloil & Oil Heat......... 92 10 
Geyer’s Topics ........... 115 10 
i. Gh endas city os 24 
Hatchery Tribune & Feed 

EE wide G9 00 Ad ceaseove 39 rl 
Hosiery & Underwear 

eae 152 148 
Implement & Tractor 

Cen. esa teced oct oeéusé )208 176 
Implement Record ........ 78 x 
ae a a ee 113 10] 
| Jewelers’ Circular-Keystone 262 326 
Knit Goods Weekly........ \§309 137 
Leather & Shoes (w.)..../§$*8105 *§12) 
Lingerie Merchandising ... 74 56 
Liquor Store & Dispenser. . 56 79 
ON PPE re 219 *216 
i Ca See chwass oon 177 162 
ES errr 130 135 
Motor Service ...........+% 170 185 
NJ (National Jeweler) 

CRUE TR) scccccccceseses 246 “4 
National Bottlers’ Gazette. . 135 j28 
National Furniture Review 4 78 
Photographic Trade News. 84 o6 
Plumbing & Heating 

PEED io vcoccacesvencce 76 64 
Plumbing & Heating 

odd cpad ad 000 see 75 65 
Poultry Supply Dealer.... 82 4] 
Radio & Television 

EE cud debt occeye 83 88 
Sheet Metal Worker...... 81 77 
Southern Automotive 

DON vccacceveccsccos 125 132 
Southern Hardware ...... $157 $170 
Sporting Goods Dealer.... 1238 232 
Sports Age .....0.esseres 79 74 
Super Market 

Merchandising ........-- 118 lll 
Syndicate Store Merchan- 

dizer (4%x6%) ........ 90 100 

0 ES ee ee 6,547 6,456 

Class Group 
Advertising Age (w.) 

(10% E14) 2. cee eeevees \209 211 
American Funeral Director 175 79 
American Hairdresser .... 68 71 
American Restaurant $152 95 
Banking (7x10-8/16) ...... 62 59 
Chain Store Age—-Fountain. 

Restaurant Edition .... 82 26 
Cleaning & Laundry World 47 26 
Dental Survey .........+;- 109 158 
Hospital Management .... 78 7 
Hotel Management ...... 98 111 
Hotel Monthly ........... 50 48 
Hotel World-Review (w.) i 

DORMER os biancdeaccovace h*43 38 
Industrial Marketing ..... 97 91 
Journal of the American 

Medical Association *298 333 
ee SE FRrar ae *96 15 
Medical Economics 

ES er eT eT 112 101 
Modern Beauty Shop...... 102 107 
Modern Medicine (semi- ~ 

mo.) (4%x6%) .......-. 59 73 
Nation’s Schools .........: 77 5 
Oral Hygiene (4-5/16x ; 

T-BlIG) .cocsccecceceses 182 156 
Restaurant Management.. §112 82 
Scholastic Coach .......... 43 4! 
School Executive—School 

Equipment News ........ 62 68 
School Management 

(RE ie hs a owe okt 22 9 
What's New in Home 3 

edn Seo were 6 048 93 "7 

eer: oe 2,328 2,316 

Export Group 
American Automobile 

(overseas edition) ..... 68 4 
American Exporter 9 

(two editions) eee 388 407 
Automovil Americano .... 81 76 
Caminos y Calles.......... 33 27 
El Embotellador a 

(quarterly) ......-.-++8 36 v2 
Farmaceutico ..........+. 48 68 
Hacienda (two editions).. 122 138 
OS OS rer rere 16 9 
Ingenieria Internacional 


Perr ee 65 


Ingenieria Internacional 
“=a: 100 
McGraw-Hill Digest ...... 17 
Petroleo Interamericano... 76 
Pharmacy International... 22 
Revista Aerea 
Latinoamericana ....... $34 
Revista Rotaria .......... 7 
Spanish Oral Hygiene 
(4-5/16x7-8/16) ....... , 36 
Textiles Panamericanos ..., 64 
1,213 


Total 
$Includes a special issue. 
*Includes classified advertising. 
1Estimated. 
|Last issue estimated. 
+Last two issues estimated. 
VLast three issues estimated. 
2Two issues. 
®8Three issues. 
tFive issues. 
‘As of July, 
World Oil. 
5Pharmacy 
first edition in June, 1947. 
61947 figures cover both 
Aviation News, which were 
into Aviation 


1947, 


Week as of July 7, 


Oil Weekly beca '¢ 
International published  '* 


Aviation d 
incorpora “<! 


April 1948 figure includes Air Trans} 


which was incorporated into 
Week-as of April 1948. 
{Operating Engineer published 


regular issue January, 1948. 


TDoes not include advertising in spe 


1948, Hide & Leathe: ' 


Western section. 
8As of Jan. 1. 


Aviat 


its 1 st 


Shoes became Leather @& Shoes. 
‘Beginning January, 1948, Pract: | 
Builder changed its type page size : 
| 7x10 inches. The 1947 figure is conver’ ° 
| to the new size. ; 
WAs of January, 1948, Water Wo * 
Engineering became a monthly. The 1° ° 


figures are based on two issues. 


Correction: March 1948 figures for Sh 
Metal Worker should have read 88 insté 


of 86. 


nore 
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FRONT ROW FOOD—Four-color spreads this month open Crosley division's 


APRA and ESC Start 
Personnel Service 


American Public Relations Asso- 
ciation, New York, has appointed 
the Executive Service Corporation, 
New York, to handle its new na- 
_tional personnel program. 

The initial operation will con- 
sist of mailing a package explain- 
ing the program to several thou- 
sand top executives in business and 
|industry. This will include a cov- 


|ering letter from H. W. McHose, | 


director of the Cigar Institute of 
America and president of APRA; 
a four-page pamphlet listing 10 ex- 
'ecutives available for placement, 
and a six-page booklet entitled 
“Your Public Relations Execu- 
tive.” 


U.S. Income Stays Same 
A monthly survey by Investors 
Syndicate, Minneapolis, 


shows 


‘Northwest Names Wash | 


Allan J. Wash Jr., formerly a 
}member of the public relations 
staff of Station WCCO, Minne- 
apolis, has joined the public in- 
formation staff of Northwest Air- 
lines. He will be in charge of 
publicity and promotion in the 
Pacific Northwest area, with head- 
quarters in Seattle. 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves national ad- 
vertisers with keen human-interest stories 
on their products. Popular, interesting, 


true. 
ALEXANDER McQUEEN 
5222 N. lakewood, Chicago 40, IM. 
Phone RAV. 9010 


‘ STONE In 


"APO, 


cc i femelle 


Genuine photographs manufac- 
tured in quantity at little 
‘Dp, more than letter-press im 
a any size .. . get full 
Si particulars from 


drive for the five new models of Shelvador refrigerators. Copy and illustration 
boost the five zones of food storage — a special play on the Shelvador 
principle. 


ern district sales promotion man- 
ager of Westinghouse Electric 
Supply Company, has been ap- 


Spreads in Six 


that average purchasing power 
‘has stopped rising and that the | 
“real income” of the American 
family is about the same as a year 
ago. The study shows that prices 
are remaining firm and that no 
important change is likely soon 


—™PHoTO-MATIC Co 


21 So: Wabash Ave. Fine Arts Bldg. CHICAGO 5. 
Phone HARrison 2770 


Weeklies Open 
Crosley Drive 


CINCINNATI—Four-color spreads 
in Collier’s, Life, Look, Parade, 
The Saturday Evening Post and 
This Week Magazine, featuring 
the new Crosley Shelvador five- 
way refrigerator, this month kick 
off a spring promotion of both the 
Shelvador brand name and the 
product itself. 

Crosley division of Avco Mfg. 
Corporation will follow up the 
initial push with four-color pages 
in The American Weekly, Better 
Homes & Gardens, Collier’s, Fam- 
ily Circle, Farm Journal, Good 
Housekeeping, Household, Ladies’ 
Home Journal, Life, Look, Mc-| 
Call’s, The Saturday Evening Post, 
True Story and Woman’s Day. 

Copy and illustrations seek to| 
dramatize the freezin’-cold, norm- | 
cold, moist-cold and ever-dry | 
compartments and, of course, the 
shelves on the door. The slogan, | 
“Twice as much front row food | 
at your fingertips,” is prominently | 
featured in all the ads, together | 
with the line: “Only Crosley has 
the Shelvador.” 


On Monthly Schedule 


A monthly schedule in 10. ap- 
pliance and radio trade publica- | 
tions is scheduled to carry the 
drive to the dealers during the 
year. A four-page, full-color in- 
sert featuring the new merchan- 
dise and the dealer aids opened 
the trade campaign. 

Newspaper mats, radio spot 
scripts for co-op airing, display 
cards, dealer flip-chart visualizer, 
folders, booklets all have been de- 
veloped to back up the Crosley 
push. 

In addition, Crosley has pre- 
pared a training program with 
three films on product, selling, and 
merchandising, and charts to re- 
view the films. The program is, 
designed to be given in separate 
15-minute segments or in one two 
aid one-half hour presentation. 

Che company now is preparing 
Snilar films on its freezers, 
reiges, and radio and television 
s€ Ss, 

‘oy S. Durstine handles the ad- 
ve tising. 


R.chardson Joins Chant 


ames P. Richardson, St. Paul, 
joined Chant, Inc., Minne- 

a) olis, as director of the agency’s 
' organized radio department. He | 
\“ \s formerly news writer for Sta- 
1 KSTP, and editor and adver- 
ng assistant of D. W. Oran & 
is, Minneapolis. 


T mes Appliance Adds 2 


‘rank X. Hamilton, formerly in 
© irge of refrigerator advertising 
© the electric appliance division 
© Westinghouse Electric Corpo- 
~ lon, has been named advertis- 


t 
t 
S 


I 

u . and sales training manager of 
T nes Appliance Company, New , 
Y rk. Emil Rasa, formerly east- 


pointed sales promotion manager. 


“in cost of living or income.” 


“Maybe the man smiling at you from the box was a big space buyer” 


OTHER NOTEWORTHY FACTS: 


® The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


® The Cincinnati Enquirer has the lowest milline rate in 
Cincinnati. 


® The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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NAB, BMB Are Not 
Interested in Reli 


This Ripurtnant isa reader’ s iro. Letters are wileensio: 


anything new of a research nature 
affecting the industry at all. 
For this reason, I have encour- 


To the Editor: I was very much aged the Reli outfit to go on with 


disturbed to notice in the April 19 
issue of ADVERTISING AGE a story 
about the “Reli” method of meas- | 
uring audience being developed 
by an outfit on the West Coast 
with funds supplied in part by 
Crosby Productions. 

Of course, I am all for these 
fellows who have some new ideas 
getting as much public notice as 
they can. It is good for the in- 
dustry. The only part of your 
story which bothered me was the 
implication that this method had 
any approval at all from BMB. 

As chairman of BMB’s technical 
committee and as NAB’s director 
of research, it is my duty to re- 
main as receptive as possible to 


their experimentation but, even 
after looking over the results of 
their West Coast “test,” I am not 
‘enough impressed by the method 
or by its possibilities even to sug- 


|gest that it be given serious BMB 


attention— much less approval. 
I hope no one construes your 
story incorrectly on this point. 
As a matter of coincidence, I 
have within the last few hours re- 
ceived a wire from a market re- 
search organization with which 
Reli has been dealing, and in 
which the president of this re- 
search organization states explic- 
itly that any use of his organiza- 
tion’s name is without his author- 
ization. I think this attitude is 


not an unusual one among the so- | 
called experts in the field who} 
know anything about the Reli| 
method. 

KENNETH BAKER, 
National Association of 
Broadcasters, Washington, 
mn 


To the Editor: The April 19 is-| 


sue of ADVERTISING AGE carries an | 
item on a punch card listener sur- | 


vey. According to the article the 


sponsor of this punch card tech-. 


nique claims that BMB has indi- 
cated that it might be interested 
in doing something with the sys- 
tem. 

BMB has indicated no interest 


whatever in adopting this system | 
and we have not endorsed the sys- | 


tem by implication or otherwise. 
Last summer a Mr. Peter G. 


* 


Cash Orders for : 
232,184 Patterns 


The Weekly Kansas City Star maintains a pattern serv- 


ice. 


In 1947 Mid-Western farm women sent in orders for 


232,184 patterns and fashion books. All cash with order. 


Yes, The Weekly Star has feminine appeal. 


Not only 


its woman’s page, serial story and Chaperon column, but 


many other features and services have a loyal following of 


women readers. 


In per capita income the Mid-West is the richest agri- 


cultural section in America. 


The Weekly Star, with its 


440,000 subscribers, is the open seasame to this, the greatest 
agricultural market in the most opulent era of its history. 


The Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441,392 Paid-in-Advance Subscribers 


, Cranford, who claimed to have in- 
'vented a punch card for use in 
}theater quizzes and regarded it 
as adaptable for radio polls, 
brought it to our attention through 
|a third party. He had not devised 
'a technique for its use. Both John 
|Churchill, our director of research, 
‘and Kenneth Baker, chairman of 
our technical committee, felt that 
‘both the card and its use would 
have to be further developed be- 
fore it was ready to be presented 
to our technical committee, and 
|so informed Mr. Cranford. 

| Before it can be truthfully said 
\that BMB is interested in the 
technique, it would have to be 
presented to and examined by 
our technical committee and 


and our board of directors. None 
of these steps have been taken. 

Because broadcasters to whom 
‘the punch card is offered may be 
influenced by the statement in 
your columns that BMB is inter- 
ested . . . we would appreciate 
/your publication of this denial of 
our interest in adopting the sys- 
tem. 

PuHILip FRANK, 

| Executive Secretary, Broad- 

cast Measurement’ Bureau, 
| New York. 
vvey 
‘Kellogg Story Recalls 
Old Times for Clague 
| To the Editor: I was interested 
in Patricia Ryden’s article in the 
‘April 26 issue of ADVERTISING AGE 
on W. K. Kellogg. 
| The man who handled the ad- 
'vertising for Kellogg back in 1906 
was my dad, Stanley Clague, who 
was head of the Clague, Painter, 
Jones Advertising Agency, located 
at that time in the First National 
Bank building. I know of only 
one member of that firm still here 
in Chicago. She is Miss Grace 
Walker, who at present is the sec- 
retary to the board of directors of 
the ABC. 

You mention the baseball game 
on the inside of the package. I 
remember going to the old Cubs 
ball park on the west side to get 
pictures of Frank Chance, Johnny 
Evers, Joe Tinker and others for 
this campaign. 

They had a billboard campaign 
\that said “Wink at Your Grocer 
.and See What You Get.” All kinds 
|of things happened as a result of 
that. 

One other man who knows 
about the early days of the Kel- 
logg account is the artist who did 


passed by our research committee | 


Advertising Age, May 10, 19: 8 


much of the work you illustrate 
in the article. He is John Knof 
who is retired and now lives » 
Grand Detour, Il. 

I am sending a copy of the 
article to my mother because I’) 
sure she will get a lot of pleasu:. 
out of reviewing the history of the 
Kellogg Company and remembe: - 
ing father’s connection with th:s 
famous concern. 

S. R. Ciacue, 

Secretary, The Nation’s 

Schools, Chicago. 
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‘Philly Inquirer's ’ 
Ad Buttons Wrong 

To the Editor: Am enclosing a 
page from the current number of 
ADVERTISING AGE—an ad for the 
Philadelphia Inquirer. Being an 
advertising man myself and the 
target for much criticism from in- 
formed as well as badly unin- 
formed sources, I take a fiendish 
delight in picking out boners at 
the movies and in advertising. 

The smaller illustration on the 
right is obviously a reduction from 


> oe 


DON'T SET 
YOUR COURSE WITH 
OUT-OF-DATE “FIGURES” 


Es ee 


ce ee 


ie 


the line cut of the old chap on the 
left. His double breasted jacket 
in the larger illustration is but- 


profan 
ested | 
ess ( 
f free 


: , pttenti 
toned in the conventional manner &, 


—from left to right. In making 4. 
the reverse cut for the lower ive at 
right hand illustration, the jacket I'd ¢ 
appears buttoned from right to BB. qoj 
left. teppe 
All this proves nothing but that me 
the best of us can commit an over- Bion, . 
sight. I am sure that this ob- 
servation on my part will in no Aces 
way affect the Inquirer’s rating as Stite 
an excellent medium, but I could (Edi 
not resist the temptation to in- Bio og 
dulge in my favorite pastime of #}r,, . 


ertisi 
vnth 
lext 

8600, 01 
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pick ng out boners. 


xce lent publication. 

Davip GULDEN, 
wW.odhouse & Co. Ltd., Mon- 
tre al. 


48.9 
Postcard Helps Make 
Spellers of Sellers 

T the Editor: I thought you 
ould be. interested in the at- 
ached postcard which we are 
ow using for our client Lamm 
Bros., Inc. 

In studying our dealer’s adver- 
ising this spring, we noticed a 
ather consistent misspelling of 
wr trade name “Gleneagles.” We 
ee] that the attached government 
postcard addressed and sent im- 
nediately may help in overcom- 
ng this particular problem. 

As you can see, this card reads: 
“Thanks for mentioning our 
mame .. . but won’t you please 
sive us a break and ask the printer 
o spell it correctly: 

“‘Gleneagles’ is the name . 

Ss’ and all! 

“Lots of people spell it ‘Glen- 
agle’. . . some even make it ‘Glen 
Eagle’ naturally, since we 
ave spent thousands of dollars 
in selling it to the public, we’d 
sppreciate your cooperation in 
pelling it 

“ ‘Gleneagles’ . ‘S’ and all!” 
Perhaps some of your readers 
nay have a similar problem and 
nay get some benefit from this 
idea. 

Wii1aM F. SicMunN»D, 

Henry J. Kaufman & Asso- 
ciates, Washington, D. C. 


a so Se 

boing All Right 
To the Editor: I don’t care who 
he h—1 JL is, or whether he uses 
rofanity, but I would be inter- 
ested in knowing how much busi- 


ess (as well as page after page| 


f free pro and con publicity) this 
pttention-getting series of 1 col. x 
l” ads has produced. After all, 
hat’s the real yardstick of effec- 
ive advertising .. . or isn’t it? 

I'd say on the face of it that JL 
s doing all right—whether he’s 
tepped on any of Granny’s pet 
rs or not. 
from JL himself? 

Sue D. FLETCHER, 

Account Executive, Keelor & 
Stites Company, Cincinnati. 
[Editor’s Note: JL himself re- 
ported in these columns April 26: 
Two years ago he opened an ad- 
ertising agency. First seven 
wonths’ billings were $100,000. 
lext 12 months jumped to over 
8600,000. Present volume is well 
yer $1,000,000 a year. Being an 
bd man who believes in the power 
bf advertising . . . even for agen- 
es... JL is willing to wager 
low that it will be over two mil- 
Hon in 1949. Thanks to those little 
ids, ADVERTISING AGE and your 
vell informed readers who believe 
he function of advertising is to 
ell voods . . . at a profit.”] 


aste Basket Gets ‘Em 


the Editor: I wonder if any 
retail advertiser gets as 
1ed up as I do at the stupidity 
thoughtlessness of manufac- 
who insist on sending me 
\iful advertising programs in 
or folder form so large there 
chance in the world of get- 
hem into the file where they 
e used intelligently? 
>, I know all the cute theory 
lid the idea. Long ago, some 
t little boy somewhere fig- 
out that if they made the 
ure so big I couldn’t get it 
my file I would keep it on 
ff my desk longer—that it 
| therefore be subjected to 
¢ scrutiny. Hog-wash! I just 
the hopeful advertiser who 
\vards me with this over-size 
could see how quickly it 
the waste basket. Only 
le is, even the janitor is 


W shing you continued success, | 
m ght add that I am a sub- | who indulge in such obvious and ate Mr. Miller’s assumption, I am 
c! -? x of long standing to your) puerile efforts to hold my atten- enclosing a 
tion is cut 1T our! It doesn’t work! | 

How about it—am I alone in my | 


How about a word | 


| | starting to kick. 


|minds” do run in the same jour- 


My only advice to advertisers | nals, bang! To further substanti- 


aversion to these elongated, bulg- 
ing advertising monstrosities 
which beat a daily path to my 
desk? 

WesLey W. BLIsuH, 
Advertising Supervisor, Wis- 
consin Gas & Electric Com- 
pany, Racine. 

YO 


Passes the Ball to G-E 

To the Editor: The item cap- 
tioned “‘No Hands’ Copy Gets 
Double Billing,” which appeared 
in the Voice of the Advertiser de- 


partment of ADVERTISING AGE on | 


April 19, occasioned considerable 
interest on our part, since Rich- 
ards-Wilcox Mfg. Company hap- 
pens to be our client. 
Undoubtedly Logan H. Miller, 
who sent you the material for this 
item, was correct in his assump- 
tion that there is proof that “great 


clipping from _ the 


It's sumple to gets drink from 


what General Electric has to say. 
Davin R. Coey, 
George H. Hartman Company, 
Chicago. 
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Zobel Was ‘Half Sure’ 


To the Editor: _Thumbing 
through one of our scrapbooks to- | 
day I came across an item from | 
your issue of May 27, 1946, in| 
which Myron Zobel, publisher of | 
Norte, forecast a total circulation | 
of 4,000,000 for the Reader's Di-| 
gest “in the next few years.” 

I thought you would be inter- 
ested to see how this prognostica- | 


national editions, 4,070,000.’’] 

However, Mr. Zobel’s idea about 
higher rates has not turned out 
quite as he estimated. As you will 


|see from the same folder, the aver- 
/age page rate per thousand for a 


guaranteed net paid circulation of 
| 4,000,000 is only $2.32—quite a bit 
|less than the $10 figure mentioned 
by Mr. Zobel. 

It occurred to me that you 
might be interested at the present 
time in reporting information for 


_other publications in the interna- 
tional field for the interest of your 


readers. 


Socios Gol ta ne a Crapony Ai Conde tion has been fulfilled, as shown ALAN Lea, 
Say to ho omage cen. eapilt Dw Joop in the attached folder. [“Guaran-| Reader’s Digest International 
GENERAL @ ELECTRIC teed circulation: total, all inter-| Editions, Inc. 
Water Coolere— 


March, 1948, issue of Building Re- 
porter & Realty News, on which| 
appears still another “Look — No| 
Hands” headline. 

There is no reason to feel that | 
chain reaction is limited exclu- | 
sively to atomic bombs—we join | 
with Mr. Miller in wondering | 
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‘7 Imagine... 
your product 


- without competition in a market 
_ _ having as many people as New York City 


—all in the upper-income, 


upper-intelligence levels! 


That experience can await your company 
if—like Ipana and Nescafé 

—you avail yourselves of CORONET’S 
exclusive product franchise in 1948, 


And it’s yours at the lowest 

multi-million magazine rate 

in history! 

R 2% million QUALITY circulation 


Gamble Urges 


Uniform Foreign 
Media Rates 


New York—Need for stabiliza- 
tion of media rates in many for- 
eign countries was pointed out by 
Frederic R. Gamble, president of 
the American Association of Ad- 
vertising Agencies, in an address 
on export advertising before the 
Export Advertising Association 


here. 


Mr. Gamble told association 


members that because many coun-| 


tries are without basic census data, 


an advertiser can only guess at) 
the character of his foreign mar- 


| ket. 


“Media rates should be uniform 
in accordance with the size and 


‘character of space (these re- 


'marks apply also to radio time), 


and uniform for all advertisers,” 
/Mr. Gamble said. “They should 
be fixed for definite periods, with 
no arbitrary or sudden change. 


| say should provide for proper 
|agency commission, to maintain 


advertising agencies for the serv- 
ice and development of advertis- 
ing and thus to insure the future 
market for space and time.” 

Mr. Gamble warned that the 
lack of standard and uniform 
rates in any country can hamper 
the advertising industry in that 
country and stunt its growth. 

“Lastly, it is desirable that 
there should be standard forms of 


'rate cards,” he continued. “These 


should give all pertinent informa- 
tion as to charges, discounts, me- 
chanical requirements and pub- 
lication or broadcast routines 


which are necessary to the space 


buyer and the creator of adver- 
tising copy.” 


Stroudsburg Schedules 


Brand Names Project 


Stroudsburg and East Strouds- 
burg, Pa., are scheduling the 
brand names educational program 
from May 21-29. Sponsored by 
the Stroudsburg and East Strouds- 
burg Business Men’s Association, 
with the cooperation of the Pocono 
Mountains Chamber of Commerce 
and Brand Names Foundation, | 
New York, the event will closely 
follow the Greenfield experiment. 

Among the 25 other cities mak- | 
ing plans for the brand names) 
program are Falmouth, Mass., 
May 14-15, i i 
N. Y., May 16-24. 


‘e ye 


ty, . 
Ar? yo sPiKe 


No—because we'd rather help sell new 
mattresses instead. Better Homes & 
Gardens editorial content— 100% serv- 
ice articles on better living—screens 
out the folks looking for stunts, screens 
in over 3,000,000 prosperous husbands 
and wives whose big interest is home 
and whose big income goes for things 
for home and the family. Are you 


We by ALAA 
WV ea oa ryt moi 


stEEPERs > 


getting your story to them? AMERICA'S FIRST SERVICE MAGAZINE 
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j down to their luxurious appointments done in timeless taste. 

j Such great cars, such completely new cars as these come 
once in many years.” 

j This Corner will stick to its 1941 Dodge. At least it has 

j something specific in Fluid Drive. 

i 


Oe er er ee er rr ee re " | 
I | TP 
| Whe Creative Mans Co ; 
CCN C MUAH COMER p| 
) Like the comics magazines, automobiles, now, seem to 
j come out eight months ahead of time. The new Lincoln / 
for 1949 has just been announced. j p 
j If the cars are eight months ahead of time, however, the j 
} copy announcing them isn’t. . ' 
5 Maybe the automobile has become so much a part of the t fami 
American dream—has become, it may be, the American / Fo 
dream itself—that copywriters, confronted with writing j tion 
! about it, are struck as St. Paul was struck on the way to ; Th 
| j Damascus and can only mumble about what the eye has {@ inc 
not seen, nor the ear heard, nor what the heart of man can / Cove 
tell. 7. Po d 
j Of the major automobile manufacturers, Ford, perhaps, ! a 
i has lagged farthest behind in the parade. With the acces- f ing ) 
sion of Henry Ford II, it gave promise of a whole “new / Mon 
P j tirel; 
" : A tl ong tS Me eee ee ee i eT 4 
te Thevie Aare! | j Bare 
| Come sez them | { 
F , 
" j prom 
: story 
colun 
/Hexa 
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/ Grow 
TWO COMPLETELY NEW 1949 CD (74) (Bi pany 
ae / ithe ¢ 
i ay SEPARATE f pean taxa ees j flavol 
aime. j tribu 
F + mm recei’ 
| ( Bias its 
/ } Me 
: conti 
( plan 
/ Fo! 
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+ Mpaym 
i ( paper 
/ Monti 
j } Hof con 
‘pee treet. SF  . SESE acre. . Seren 3 j — 
: NB ship i 
a 5 } Mcp, 
& =< te. + Bwith 
j bee mod x] ! on pt 
if deal.” But the cars look suspiciously like Hudsons and j At 
i the advertising hasn’t changed a bit. im th 
; This Corner defies its readers to wade through the mass ‘{@ 
of generalities in the new Lincoln copy and come out with / ree 
j the slightest idea of what the Lincoln has that any other j “- 
/ car on the road hasn’t. it. Ay 
) The new Lincolns, says the copy, “took years perfecting.” ;§"'" ‘ 
But they’re cars “you’ll be glad you waited for.” They’re / a, 
/ “completely new” and “completely right.” Also, they’re “the =} M°"'™ 
j biggest news in the fine car field of any year.” j portic 
| i They have “low, sweeping breadth; a hug-the-road look ; Cou 
that promises new fleetness in action.” In addition, “no /@*°'®s 
| more perfect engine has ever been built—it’s an engine j|§‘°™P 
d you can count on for brilliant performance and magnificent j urers 
i strength.” (aor 
Learned anything yet? / 
j “They’re cars to fall in love with on every count right j 
/ 
j 


Ee ee 


‘Televised Circus Gets | nity, Inc., which will offer an in- 
° ternational shopping service to the 
67.2 Hooperating employes of American corporations 


Ringling Brothers, Barnum &/ all over the world. Offices are at 
Bailey Circus, sponsored by the 11 W. 42nd St., New York. 
‘Ford Motor Company and tele- _ ee 
vised on WCBS-TV, New York,| CBS, ‘L. A. Times’ 
scored tops — 67.2 —on the April . 
Hooper report in New York. pril Plan KTTV Ownership 
|share of audience for the telecast) CBS has completed negotiat ons 
| was 97.8. with the Los Angeles Times {or 
| New York’s other two stations,|the formation of a new corp. ra- 
|'WABD and WNBT-TV, were not | tion—41% of the stock to be ow ed 
| broadcasting at the time and the| by Columbia—to own and ope até 
other 2.2% of the homes tele- KTTV, the Los Angeles ste 10" 


phoned were listening to the radio.| for which the Times has a | )0- 
6S ar Cabins struction permit. :' 
If the transfer is i DY 
Sloane Named A.M. the FCC, the new company,‘ %¢ 
Joseph T. Sloane, formerly as-| capitalized at $1,000,000, wil! »p- 
sistant advertising manager of the| erate KTTV as the Los An; =les 
Denver Chemical Mfg. Company,| outlet of the Columbia netwo 
New York, has been named ad- eee 
vertising manager of TelAuto- 
graph Corporation, New York, Elects G. J. Dekker . 
manufacturer of TelAutograph| G. J. Dekker, vice -pres) °"' 
telescribers. j}and general manager of the ‘ »1 


‘Chemical & Mfg. Company, © ©’ art 
York, has been elected presi °"' ! 
‘of the company. 


Form Shopportunity 

J. Oe Time Like formerly di- - i 
rector of Time-Life International | ye; 
personal shopping service, and Visitors Bureau Moves 
Temperance Smith, formerly in the The New York Convention 
consumer research and merchan-| Visitors Bureau, Inc., New Y °*.#@ 1415 | 
dising division of Foote, Cone &|has moved its office from 239 
Belding, have formed Shopportu-| Broadway to 500 Park Ave. 
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WORKS LIKE MAGIC™ 


maverusmg Age, May 10 


, 


Product-of- Week’ | 


Plan Signs 30,000 
Denver Families 


(Continued from Page 1) 
families—will be actively in it. 

For ensuing months the redemp- 
tion period will be 60 days. 

The plan was launched, after | 
nine months of development, Mr. | 
Coveney said, “to win new and| 
hold old users of products, at low | 
cost. It coordinates merchandis- | 
ing, advertising and sampling. The | 
manufacturer’s cost is based en-| 
tirely on results—and the results | 
are tangible and auditable.” | 

| 


Promotes Contest Itself 
The week’s product chosen is 


| 
| 
| 


KINGS 
af Monitor Dy 


mae! 


PRODUCT-OF-WEEK DEPT.—Colorado housewives shop for SweetHeart soap, 
Kre-mel dessert, Borden's instant coffee, Old English wax, and Armour chile con 
carne at King's ‘Sooper’ Market in Denver. 


promoted in a front-page feature | facturer is relieved entirely of the | pons. 


story in the Monitor. 


example, said: “Romance of 
frairie Gold’ Linked Closely with | 
Growth of Corn Products Com- 
pany.” It devoted a long story to 
the company and specifically the | 
favor and energy-building at- 
tributes of Kre-mel. Each product | 
receives publicity support as long | 
as its coupons remain valid. 
Meanwhile, the Monitor started 
continuing editorial support of the | 
plan itself. | 
For each product the newspaper 
issues a coupon good for part! 
payment on its purchase. The 
paper’s 300 carrier boys each 
month deliver to readers a sheet 
f coupons for the ensuing month’s | 
products. In April, on payment 
f 15 cents a month for member- | 
ship in the “Product-of-the-Week” | 
Club, readers received coupons | 
with a combined value of 50 cents | 
on purchase of $1.75 of products. 


At Least 40 Cents a Month 


The minimum discount for any | 
month is 40 cents. None of the | 
April offers was worth more than | 
49 cents, but later the plan also | 
will embrace higher-priced prod- 
ucts, including hardware and de- 
partment store items, with pro- 
portionate discounts. 

Coupons are redeemable at 
stores. Cost of collection and re- 
lemption is borne by manufac- 
turers. “Through this device,” Mr. 
Coveney pointed out, “the manu- 


But you don’t have to be a magician 
to handle it! Anyone. .. your steno 
or office boy... can set card-stock 
Fototype. Work wonders right in 
y ur own office-- have professional 
leyouts ready for photo-reproduc- 
ton in a jiffy. Save up to 90 per 
cnt on typesetting costs as well. 
V rite for our free catalog of 125 
pe styles and sizes now! 


* This entire ad set with Fototype! 


/FOlOlyee | 


1415 ROSCOE STREET, CHICAGO 13 


A three-| high cost of distributing coupons. | 
column headline on April 9, for| He pays only for redeemed cou- time 


“This,” he added, “is the first 
results from advertising 


|could be guaranteed.” 
| The 15 cents which each con- 
|sumer member pays is divided— 


|the basis probably varying a bit) 


with each market covered—be- 
tween the shopping paper which 
sponsors the plan, the carrier boy 
who distributes the coupons and 
collects the monthly payment, and 
the Coveney company. 

The manufacturer pays his re- 
tailers one cent above its redemp- 
tion value for each coupon re- 
deemed. 


Not Always Advertisers 


Participating products are not 
necessarily advertised in the 
paper. Obviously, the plan does 
attract advertisers. But it also in- 
creases the good will toward the 
paper of those who don’t adver- 
tise in it. (“The cost of newsprint 
is so high,” Jim Coveney ex- 
plained, “that controlled circula- 
tion rates are out of range for 
some advertisers.” On the other 
hand, the costs of coupon redemp- 
tion under other sampling meth- 


ods, he said, are “so terrific that 
_only a few big, multi-product con- 
|}cerns can afford them.’’) 

| Products chosen in the plan will 
have no competition in it for 13 
weeks, and their manufacturers 
have the option of renewing in the 
second 13-week cycle. Each par- 
ticipant also has first choice in 
each new market to which the 
plan is extended. Almost all of 


Muiltigraphing 
Mimeogra 


Mechanical sz 
Addressing from 


Metal Plates 


8 W. Ontario, Chicago 10, Iilinois 


| — THE WAY YOU WANT iT! 


Do your dealers think your 
Indoor Display will help 


their business 2 


OU don’t need a special survey to find out. Your percentage of 
orders from dealers will tell you quickly. Your percentage of use 
is an infallible check. The reason ts plain. The dealer ts friendly 
toward display material whenever he thinks it will help his 
business. He orders not to do you a favor, but to do a favor to himself. 


If your displays are ringing the bell — you can 
be happy. If they don’t win dealer appreciation, 
you ll be keen to do something about the matter. 


If dealers — your dealers — think your display 
material will help their business on your line, 
they won't have to be cajoled into ordering and 
using. And, if by any bright flash of thought, 
they think your sales idea will help spark sales 
for other items, they will be swift to get it into 
action. This has been proved again and again. 
Dealers are grateful for material that sparks sales! 


If your display material has ever rung the bell 


this way you know it 
forget it. They will be on 
next idea. 


Even experienced display men sometimes forget 
to broaden their base by canvassing collateral 
sales possibilities. Dozens, perhaps thousands, 
of such generous opportunities are overlooked 
in planning dealer display material. 


It's as simple as all get out. If your display 
materials contain a selling dea and the dealer 
can see it, you're helping him. And isn't that 
what dealer display material is for? 


and your dealers won't 


the alert for your 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 


already developed their display 


McCandlish works with advertisers in two ways: 


reproduction. 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET + PHILADELPHIA 
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70 
the present Denver list have 


signed to go to Baltimore. 
Bases for choosing manufactur- 


them. Products must be generally- 
used “repeat” items, of established 
price. 


: ers include: The maker must be 
“reputable,” with good distribu-| a Se 
tion in the market. The coupon, Each month’s group is thor- 
should represent a sizable part of Oughly merchandised, starting a_ 


month ahead, to all retailers, job- 
| bers, wholesalers, distributors and | 
manufacturers’ representatives. 

A general mailing of point of| 
purchase material is sent to all | 
1,300 of Denver’s grocery and drug | 
| stores. This includes window cards | 


the total price. “No _ private 
brands”—but regional advertised 
brands will be accepted, as will 
new products of national manu- 
facturers, which are promoted by} 


‘and stickers saying: “Redeem | 
i ‘Your Monitor ‘Product - of - the -| 
:? Week’ Coupons Here.” Some) 
stores, such as King “Sooper” 


/markets, put all the month’s prod- 
ucts together in one section to at- 
tract traffic. Periodic post cards 
from the Monitor remind retailers 
to stock these products adequately, 
ahead of time. 

Among the retail groups coop- 
erating is Safeway Stores, the na- 
tion’s second largest grocery chain, 
which is especially strong in Den- 
ver. Among all grocery chains 
Safeway has been notable in pro- 
moting its own in preference to 
“producers’ brands.” 

The plan was announced in a 
broadside to all factors concerned 


*. 


in Savannah 


as “a continuous, year-round, 
i traffic-building, sales-stimulating 
. . - and in the homes of promotion program.” The broad- 


side told how the program “bene-| 
fits everyone.” Reproduced was 
a full-page ad from the Monitor 
telling how it could save Denver 
families “more than $500,000 an- 
nually.” Stores were urged to 
check their stock, display the 
products and instruct sales clerks 
to ask “their customers to bring 
their Monitor coupons into your 
store.” 


Was ‘No-Man’s Land’ 
The broadside was sent direct 
to the homes of all wholesalers’ 


salesmen. They and the manufac- 
turers’ own salesmen were given 


over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 
market. 


ome, Shea 
P : . 


APRILIATE 


630KC + SOOO WATTS - FULL TIME 


Mr. Shoe Advertiser: 


YOUR FUTURE DEPENDS ON THIS MAN 


What are you doing to help him? 


He’s the retail clerk who sells your battle for sales — that you're back- 
shoes. Right now, his customers are 
asking more and more questions. 
The answers he gives, or fails to 
give, can make or break your line 
at the point of sale. For shoes are 
no mere pick-up purchase . . . the 
best shoe made cannot be sold and 
re-sold unless it is properly present- 
ed and fitted. The clerk must know 


ing him up with strong advertising 


and sales promotion. Encourage 
him with sincere, honest, convin- 
cing, informative advertising in 
Boot and Shoe Recorder — his 
favorite business paper. Together, 
you can turn the spotlight of truth 
on confused public attitudes to- 


ward shoes .. . and light the way 


lasts, styles, features ... his need for to a brighter future for the entire 
product education is real, continu- industry. 

ing, urgent. S ee , } 
He needs help — your help. He | 
needs it now. Show him how to BOOT and SHO 


combat resistance with a 
strong story about quality, comfort, 


style. Tell him he’s not alone in this 


price 


ecorder 


A Chilton ® Publication 
100 EAST 42nd STREET, NEW YORK 17, N. Y. 


i\by Palter Delisso, hats by John 


x J eae og) Ps ites * a bs aT, bic 
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REDEMPTION—Mrs. Joe Gennaro of 
the-Week' at Polidori's, a 


Denver presents coupon for ‘Product-of- 
neighborhood grocery store. 


portfolios on the. plan. 
The Product-of-the-Week plan, 


Mr. Coveney emphasized, does not | 
alter a manufacturer’s advertising | 


budget. The Coveney company 
works directly with the manufac- 


turers participating, and costs are | 
|paid by the sales department. The 
“pays nothing for | 


manufacturer 
certificate distribution and collec- 
tion and for sales promotion. His 
only cost is the redemption value 
of redeemed certificates; 
cents extra for each redeemed 
certificate (one cent of which 
goes to the retailer), and $100 for 
printing 50,000 certificates”—and 
$1 for each additional 1,000. 
Denver was chosen to launch 
the program, he said, primarily | 
because it is a compact and sepa- | 
rate market of 400,000 people, | 
whose income is above the na-| 
tional average. (Until now, how- | 
ever, “Denver has been a no-' 
man’s land of local support for | 


national advertisers.”) Also, un- | 
like many another “shopper” 
which is owned by a group of 


merchants or others, the Monitor | 
has a single owner. 


‘New York; Firestone - Goodman 
| Advertising Agency, Minneapolis; 


Overseas Airlines | 
Goes to Ireland 
for Calendar Girl | 


New York — Even for Russell, 
Patterson, Bradshaw Crandell and} 
Arthur William Brown, no neo- 
phytes at judging beautiful wom-| 
en, it was quite an assignment. 

American Overseas Airlin es| 
asked the three illustrators to find 
the most beautiful girl in Ireland | 
to be the airlines’ calendar girl for | 
1949. For 10 days they roved up 
and down the island, covering 
nearly 1,000 miles. In every town 
and hamlet they sought out the} 
fairest maidens. 

According to Mr. Crandell, their 
problem was not a shortage of| 
pretty girls but a reluctance on| 
the part of many potential candi-| 
'dates in the provinces who shied 


“away from the Americans when 


they found out the purpose of| 
their visit. 

However, when the finals were | 
held in Dublin late in March, an| 
Irish colleen from a little town 
called Tralee, 20-year-old Violet 
Nolan, was the judges’ choice. 

Miss Nolan, a_ brown-haired, 
blue-eyed beauty, the daughter 
of a pubkeeper, has arrived in| 
America to begin a round of par-| 
ties, publicity and personal ap- 


| pearances as “Miss Ireland.” 


Arden and Powers Coach Her 


She had her hair styled by 
Elizabeth Arden, and John Powers 
coached her in posture and walk-| 
ing. 

She was outfitted with lingerie 
‘by the Levable Bra Company, 
dresses by Maurice Rentner, shoes 


three | 


| Fredericks, and luggage by Miller 


Mfg. Company. 


terview programs over WOR and 
WJZ. 

As soon as New York is through 
feting her, Miss Nolan will be 
flown to Washington, Boston, Chi- 
cago, Los Angeles and San Fran- 
cisco for the same treatment. By 
|the time she reaches Hollywood, 
American Airlines hopes to have 
a screen test lined up. 
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_Bombi Sales Up 
1,000% After 
Perfumed Ad 


New YorK—On April 29 
readers of the San Francisco 
News twitched their nostrils as 
they opened the paper and got 
a good whiff of Black Magic 
Fragrance. By 2 o’clock the 
following day there wasn’t an 
ounce of the perfume left in 
San Francisco stores. 

Bombi, Inc., perfumer, in co- 
operation with the Emporium 
department store in San Fran- 
cisco, not only told readers 
about Black Magic Fragrance 
in a full-page ad in the San 
Francisco News, but had the 
essence mixed with the ink at 
a cost of 10% extra in 170,000 
issues. Sales increased 1,000% 


Radio listeners heard her on in- | 


the next day, with the Em- 
porium and eight other stores 
waiting impatiently for more 
Black Magic, which was flown 
rom New York. 

The company, which places 
its advertising direct, plans to 
perfume ads in New York and 
Los Angeles soon. 


Now Goodfellow Printing 


Mundy-Goodfellow Printing 
Company Ltd., Oshawa, Toronto 
and Whitby, has changed its name 
to Goodfellow Printing Company 
Ltd. There has been no change in 


of Rex Smith, vice-president 


| American Overseas Airlines. 


| Utica, 


This promotion—strictly a pub-| the executive, sales or production 
licity deal and not to be exploited | staffs. 
in advertising—is the brain in| 


in 
charge of public relations for) 

Ireland was selected—if reason 
other than the abundance of 
pretty girls is meeded—because 
Shannon is the threshold to Eu- 


rope, as the Constellation flies. 


AFA Adds Six 


The following companies have 
|joined the Advertising Federation 
‘of America, New York: American | 
| Agricultural Chemical Company, 


Daily News, Welch, W. Va.; 
J. H. Kennedy Advertising Serv- 
ice, Chicago; Devereux & Co., 

N. Y., and Albert Evans! 
Advertising, Fort Worth. 


/-A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
IDEALER-CONSUMER PSYCHOLOGY 


- > COMBINING CREATIVE TALENT, 


ICARDBOARD INGENUITY AND 


PRODUCTION CRAFTSMANSHIP 
-TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


LITHOGRAPHED DISPLAYS 
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Bon Duffy Urges 
Agencies to Issue 


sing 


HENRY G. CANDA 


New York — Henry Greenman 
Canda, 56, a senior account execu- 
tive at Batten, Barton, Durstine & 
Osborn, died suddenly of a heart 
attack April 29 at his home here. 
eage 2 After serving in the air force 

{| F during the first world war, Mr. 
Bi Ings igures |Canda was appointed assistant ad- 

: vertising manager of the Inter- 
(Continued from Page 1) national Nickel Company. He was 
of BBDO, with acquisition of $12,-|one of the first employes of 
000,000 in the Lucky Strike| Barton, Durstine & Osborn, 
cigaret and Rexall Drug accounts, | joining the company on Oct. 4, 
to an annual billings level of per-/| 1920, before the merger with 
haps $75,000,000, he told the|George Batten Company. 
graduates that “no one agency | 
has a corner on advertising 
brains.” 

Agencies develop, he explained, 

through their ability to “do the 


H. C. BRINEY 
LAREDO, TEx.—H. C. Briney, ad- 
vertising veteran who was once 


his retirement in 1945, Mr. Briney 
wrote a series of 10 “recollections” 
of admen and advertising ideas 
for ADVERTISING AGE. 


ARTHUR H. FULTON JR. 
WasHiIncton—Arthur H. Fulton 
|Jr., 52, former New York agency 
/man, and more recently deputy 
director in charge of the War As- 
sets Administration’s advertising 
| division, died here last week of a 
| heart attack. 

From 1921 Mr. Fulton was in 
the agency business in New York 
in his own firm and in association 
| with partners, except for a brief 
period from 1932 to 1934 when he 
'was with Daniel Starch & Staff. 

Since 1940 he had been with the 


War Production Board, and then) 


American Stores 
Co., Storecasting 
Sign Contract 


New York—American Stores 
Company has signed with Store- 
cast Corporation of America here 
for wired music and commercial 
‘service in all American Stores 
|}supermarkets. About 750 of its 
| 1,800 stores are supermarkets. 

Storecast began its in-store 
broadcasts two years ago in New 
England, serving the Hartford di-| 
vision of First National Stores. | 
The company will also serve the| 
Baltimore Markets Company in| 
Philadelphia. 

In addition to telephoning music 
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CBS’s “Meet the Missus” on 27 
Columbia Pacific network stations 
on Fridays, 3:15-3:30 p.m. Capka 
& Kennedy Advertising Agency, 
Los Angeles, handles the account. 


Federal Adds Space 
Federal Advertising Agency, 

New York, has taken additional 

space at 1 Park Ave. for account- 

ing, billing and research depart- 

ments. All other departments will 

remain at 385 Madison Ave. 


@ EXPORT @® 
TRADE « SHIPPER 
Circulates in the U.S. A. 


best thing for their clients’ stock- 
holders.” Among other questions 
to be answered is: “What adver- 
tising method will bring sales 
fastest?” 

Mr. Duffy mentioned that 
BBDO refused a $600,000 wartime 
campaign because the advertiser 
had “nothing to sell” at that time. 


Urges Initiative 


He urged the graduates to “do 
the unexpected.” When he started 
at BBDO as an office boy in 1919, 
when the agency had only 25 or 
30 employes, he first gained rec- 


ognition of his superiors by filing | 
proofs—a function nobody had} 
bothered about and which no one | 


had asked him to do. 


When calling on a prospect, he. 
suggested, “Leave something with | 


him that he’ll remember after 


you’ve gone.” 


country weekly publisher 
tld him that General 


town and rural areas. A _ study 
proved that the publisher was 
right. It led to a large-scale cam- 
paign in county-seat weeklies. 
One salesman whom he, as space 


buyer, had reason to remember, . 


and who was welcomed by agen- 
cies and advertisers, was Francis 
N. McGehee, now consultant to 
various media, and then repre- 
senting the Cleveland Press. 
“Frank McGehee,” Mr. 
said, “always told us how our 
products stood in Cleveland.” 
Other speakers were Jack 
Denove of BBDO, master of cere- 


monies; Tom Buck, supervisor of. 


the advertising unit, and Dr. Rob- 


ert A. Love, director of the School | 


of Business and Civic Administra- 
tion. 


Hurley Heads Sales; 
Thor Buys Land 


Jason Hurley, who left the sales 
department of Thor Corporation 
in 1942 for service with the Navy, 
Mas returned to Thor as vice- 
president in charge of sales of the 
company’s central division, with 
headquarters in Chicago. 

Thor has purchased land ad- 


joining its main plant and offices | 


In Chicago, will raze buildings 


now on the land upon lease ex-| 
piration, and plans to construct a) 


hew factory on the site. The new 


Plant is expected to boost the out-— 


but of Automagic washing ma- 


chines and dishwashers and Glad-| 


rons, now manufactured in the 


Chicago factory. 


Offers Classified Space 


Tne Oregonian, Portland, Ore., 
has resumed publication of a 
ve ified advertising section seven 
ays 
of Saturday classified which was 
- mtinued nearly a year ago 
ec 
age 
been 
col 


The classified pages have 
changed from eight to nine- 
mn pages. 


Gets Glim Account 


Ry 1e Antara division of General 


‘Anvine & Film Corporation has. 


ap} 
Ga 
advertising to 


inted Botsford, Constantine & 
introduce Glim, 


the West Coast market. 


He mentioned the’ 
example, many years ago, of a | 
who) 
Motors | 
(then a BBDO client) had better | 
acceptance in cities than in small | 


Duffy | 


a week with the restoration | 


use of the newsprint short-| 


iner, Portland, Ore., to handle | 


liquid dishwashing compound, to 


copy chief at the George Batten | 
Company, was later with Ferry- 
Hanly and subsequently served — 
for many years as advertising pro- | G. A. PETERSEN 
motion manager of Popular Me-| Hartrorp—G. Arthur Petersen, ‘nianitiitebeatiaes 
chanics before retiring several|55, salesman for Station WDRC) : 
years ago, died here May 1 after | here, died April 29 of a neort | “oe gene even Fem dl 


a lengthy illness. Shortly after | attack. geles, has begun sponsorship of 


It is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


|/punctuated with commercials into | 
|grocery stores, Storecasting sends | 
‘field men to check and service ac- 
‘counts in individual stores. 


the War Assets Administration. 


42 Me fasta 
and. 


Cegavse coe (9498 
AMERICA’S GREATEST SPORTS SHOW 


This year again, the Milwaukee Sentinel Sports and Vacation Show played to capac- 
ity crowds in Milwaukee's big Auditorium. More than !00,000 sportsmen and sports- 
women passed through the gates—surpassing last year's figures, though attendance 
at other shows throughout the country was down as much as 20%. 


Again this year crowds like you see in the picture above packed the Sports Show night 
after night for nine days! They liked the entertainment! And the 176 exhibitors liked 
the crowds, because they were buying crowds! % 


Here's a powerful combination—"America's Greatest Sports Show''—owned, oper- 
ated and promoted exclusively by Wisconsin's only BIG morning newspaper 


MILWAUKEE SENTINEL 


The Newspaper Wisconsin Grew Up With 


1949 SPORTS SHOW DATES—APRIL 2 TO 
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Rademacher Appointed | Advertising in the Test Stage 


L. E. Rademacher, formerly 
owner and manager of Tilecraft 
Distributors, Bridgeport, Conn., 
has joined Central Paint & Var- 
nish Works, Inc., Brooklyn, as re- 
gional manager of trade sales. 


Gets Coat Account 


J. M. Lenz Advertising, Holly- 
wood, has been appointed to di- 
rect the advertising of Rand of 
California, manufacturer of 
juniors’ and misses’ coats. 


—E—EO—— — stiles 


Low- Cosit~ 
CIRCULATION 


HiGH PRICED 


RESuULTs / 


NA TIONS 
BUSINESS 


un he business 
field | 


|tail value of $1.85. 
| merchandising, 
‘using display cards with coupons 
‘attached and novel T-stand dis- 
/play over which the tablecloth 
_cover is draped. Each dealer who 
|buys a 10-case order will get his 


‘of the participating tie-in radio 


tives, the premium returns from 


Us the Aco&l book ; 


‘San Francisco, is the agency. 


DENNISON’S EXTENDS | 
TEST TO TWIN CITIES | 


MINNEAPOLIS—From now until} 
early June, Dennison’s Foods of | 
Oakland and Seattle will conduct | 
a strong advertising drive in the) 
Minneapolis-St. Paul area, using 
30,000 lines of newspaper adver- | 
tising, mostly in color, and radio} 
support. 

Dennison’s is extending a suc-| 
cessful test campaign conducted in| 
San Diego during January 7) 
February. 

The campaign features a pre- | 
mium deal. Housewives are of- | 


fered a 54x72-inch plastic table-| 
‘cloth cover for 50 cents and a| 
|label from Dennison’s chili con | 


carne and one from either their | 
catsup, chili sauce, meat balls or | 
lima beans. The premium has re- | 


A firm believer in point-of-sale 
the food firm is 


name and address featured on one 


shows. 
According to Dennison’s execu- 


\the San Diego test showed that 
one out of 10 housewives took ad- 
a of the premium offer 


5: ON Van Norden & Staff, 


ACCENT-U PRODUCTS 
TESTS HOLD-IT TAPE 
Cuicaco—A new “foam tape 
for keeping men’s shirts and wom- 
en’s blouses and other garments 
tucked in neatly is being intro- | 
duced as a test by the Accent-U | 
Products Company here, manu-| 


” 


FOLLOW 


Your Custome’s *... 
to : 


San Diego 


Southern California's 2nd city 
hosts 500,000 vacationers on- 
nvally, Peak months just ahead! 


Get your share of 40,000,000 


There’s nothing “quiet” about aSan Diego summer! sy. §._ News-World Report, 


| 
| 


| 


| 


Vacationers are here by the thousands. They 


create a plus value for your summer newspaper 


advertising campaign. 53% of their cash goes for 
food, beverages, retail items, auto expense. See 
that San Diego is on your summer schedule. 


‘ad lists 200 dealers 
|and 
‘color and bleed page, black-and- | 


PREMIUM—Dennison's Foods is 


BIG 
running a 6-week drive in the Twin 
Cities offering the plastic tablecloth 
cover, tested before on the West Coast. 


Radio and newspapers are used, 
through Brisacher, Van Norden & Staff, 


San Francisco. 


facturer of shoulder pads. 

A five-column, 850-line ad and 
a four-column, 650-line ad in the 
Chicago Tribune April 12 and 19, 
respectively, brought a large vol- 
ume of orders and re-orders from 
local dealers, according to Maury 
Kesler, advertising and sales pro- 
motion manager. “So far the test 
appears successful,” he said. 

Reappearance of the four-col- 
umn ad in the Tribune May 9 is 
expected to show the greatest pull- 
ing power because of the repeti- 
tion factor, Mr. Kesler said. The 
ad heading says that the “new 
sensational foam tape makes your 
family’s clothes behave! No more 
‘hiking’ blouses and shirts .. . no 
more ‘twisting’ slacks and skirts 


with Hold- It, the non-slip garment | 
grip.” The rubber-like, neoprene | 
'tape, which sells by the yard, also | 
‘holds up shoulder straps of slips | 
and bras. 

The April 19 ad lists 47 depart- | 
ment store dealers and the May 9) 
in Chicago | 


suburbs. Full-page, four-| 


|white ads are appearing in Chain | 
| Store Age and Notions and Nov- | 


\elty Review in March, April and) 
| May. Many stores are running co- | 
/operative ads in neighborhood | 
newspapers and are using win-| 
dow streamers, counter cards and 
display dispensers. 

Kuttner & Kuttner here is the 
agency. 


NATIONAL DISTILLERS 
TESTS EDITORIAL ADS 


New YorK—National Distillers 


‘is testing the effectiveness of edi- 


torial style copy in Fortnight and | 
using 
headlines like “the crow that sued 
1,800 men” for Old Crow whisky. 

The regular campaign, which 
appears in two-color magazine ad- 
vertisements, will continue. 

The agency is Lawrence Fertig 
& Co. 


Sears Names Two V.P.s 


Reach San Diegans and San Diego Tourists 
with just one “buy” - the Union and Tribune-Sun 


90.8% of all families read the Union, Tribune-Sun or 
Sunday Union (by recent 
Why take less? 


UNION andT 


independent survey) .. . 


RIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


m= oe pails 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York « Chicago + Denver « Seattle + 


Portiand «+ San Francisco « Los Angeles 


Herbert F. Murphy and Charles 
B. Roberts have been elected vice- 
presidents in charge of the newly 
established territorial organiza- 
tions of Sears, Roebuck & Co., Chi- | 
cago. Mr. Murphy, who has been 


‘with the company for 20 years, 


and is a director and in charge of 
its 22 retail stores in the Chicago 
metropolitan area, will head the 
midwestern territory. Mr. Roberts, 
who has been with the company 
36 years and is a director, will be 
in charge of the southwestern ter- 
ritory. 


CMA Elects Miller 


J. L. Miller, president of Her- 
bert Morris Crane & Hoist Com- 
pany, Niagara Falls, Ont., has been 
elected chairman of the Ontario 
division of the Canadian Manu- 
facturers’ Association. 


‘Liberty’ Readies 
NewHome Section 


New YorK—Liberty will intro- 


|duce a home section in its June 
|}issue, scheduled to be on news- 
|stands May 14, 


in which readers 
will get not only a description of 
articles but brand names and 
prices to identify them. 

The home section is part of the 
plan for revamping Liberty by 
Franklin S. Forsberg, president 
and publisher, who began by 
pruning $1,500,000 from the maga- 
zine’s publishing costs. 

The new home section is aimed 
at a segment of the reading popu- 
lation which Liberty calls the 
“middle millions,” 
lated to let advertisers reach the 
audience “with product advertis- 
ing that coincides with monthly 
editorial brand name plugging.” 

Parts of the home section will 
deal with home furnishings, ap- 


and is calcu-| 


Advertising Age, May 10, 1: 
pliances, food, meal-planning, and 
home remodeling and renovation 


Issues New Directory 


The Dartnell Corporation, Chi- 
cago, publisher of business book; 
and surveys, has published a ney 
directory of more than 1,200 mail. 
ing lists in 239 classifications 
Data on the lists include date of 
publication, number of names, 
cost, distribution control, fre. 
quency of issues and address of 
publisher. The directory gives 
uses of mailing lists in business 
and offers pointers on organiza- 
tion, selection, development and 
cleaning of lists for direct mail. 


Appoints Hanson 

Donald O. Hanson, formerly 
with McGraw-Hill Publishing 
Company, has been appointed 
West Coast manager of Oil & Gas 
Journal and Petroleo Interameri- 
cano, succeeding the late J. 
Howard Tinkham. Mr. Hanson 
will make his headquarters in Los 
Angeles. 


If you could select 2600 typical 


American communities, then pick 
twe leaders of each business classifi- 
cation in each town to get a cross 
section, and if you could advertise 
just to the 175,000 of them in one 
publication without any waste at 
less than $700 per page per month 
—you’d have something, wouldn’t 


you? You bet you would — you'd 


7& KIWANIS 


have The Kiwanis Magazine. Our 
bylaws limit membership to owners 
of businesses, practicing profes- 
sional men and bona fide execu- 
tives. And only the most successful 
and articulate in each group are 
selected to join Kiwanis. Find out 
how to make your institutional and 


public relations message get action. 


Write for further information. 


gine 
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Movie Industry 
Hit by Supreme 
Court Decisions 


| 
i 


decisions last week, the Supreme 
Court gave strong support to the 
efforts of the Department of Jus- 
tice to break up distribution prac- 
tices in the motion picture indus- 
try which allegedly discriminate 
against independents and enable 
favored circuits and theaters to 
obtain the best pictures on favor- 
able terms. 

The court struck out savagely 
at the franchise, clearance and 
pooking practices of eight of the 
largest producer-exhibitors, in- 
volved in the historic Paramount 
case-test for motion picture in- 
dustry sales methods. 

The court doubted the wisdom 
of a proposed lower court plan 
that would make all films avail- 
able to independents on a com- 
petitive bid basis. Indicating that 
the independents might already be 
too badly damaged to compete 
effectively, the Supreme Court 
called for re-study of this key 
section of the lower court verdict 
with the implication that a fresh 
approach requiring the big pro- 
ducers and circuits to divest them- 
selves of some of their profitable 
frst-run houses might be neces- 
sary. 


Methods Curbed 


During the same session the 
court issued separate’ verdicts 
curbing the booking practices of) 
the Schine chain, which operates | 
56 theaters in New York, Ohio, | 
Kentucky, Maryland, Delaware 
and Virginia, and the Griffith 
Amusement Company, which op- 
erates in Texas, Oklahoma and 
New Mexico. 

The court also refused an ap- 
peal to the Stanley Company, 
Philadelphia theater owner, and) 
to eight big movie companies 
which had been assessed $374,000 
damages in an anti-trust case. 

In sending the big Paramount | 
case back for a stiffer decree, the 
Supreme Court said that the com- 
petitive bidding system, proposed | 
as a substitute to the existing 
vbooking practices, involved many | 
opportunities for favoritism which | 
would strain the supervisory fa- | 
tilities of the courts. | 

“Yet delegation of the manage- | 
ment of the system to the dis-| 
‘retion of those who had the. 
genius to conceive the present) 
onspiracy and to execute it with | 
the subtlety which the record re- | 
veals, could be done only with | 
greatest reluctance,” the court de- | 
lared. | 


Cites Preference | 


The court saw little benefit for | 
the independents under a com- 
petitive bidding system with the 
‘dustry constructed as it now is. 
‘Those with the longest purse— 
le exhibitor defendants and the 
circuits—would seem _ to 
id in a preferred position.” 

_ Before suggesting that it might 
Se necessary to force divestiture 
of some of the first-run houses 
Which the big companies—Para- 
mot nt, Loew’s, Warner, RKO, 
‘niversal, Columbia, United Art- 
‘Sts, 20th Century-Fox—control, 
he court attacked the use of 
‘opyrights in order to enforce 
« booking, and other controls | 
‘ver exhibitors. 

In outlawing “block-booking”— | 
‘he tie-in sale of films—the court 
‘aid a copyright cannot be used, | 
more than a patent can be| 
‘sec. to exercise control over) 
‘Om petition. 

It emphasized that it was not 
‘lc.ng that films could not be 
‘ld in blocks, but merely that it 


would be illegal to refuse a license 
for one of more copyrights unless 
another copyright is accepted. 


Truck Owners Group 
Buys ‘Go Magazine’ 
Go Magazine, San Francisco, 


has been purchased by the Truck 
Owners Association of California. 


ing-business manager. 

The magazine will be published 
as a non-profit enterprise under 
the management of the associa- 
tion’s executive committee and 
Willard S. Johnson, managing di- 
rector. 


Opens Chicago Plant 

Gardner Displays Company, 
Pittsburgh, has opened a Chicago 
plant at 1937 Hastings St. George 
R. Timmerman, production man- 
ager in the Pittsburgh plant, has 
been named general manager of 
the new plant, in charge of sales 
and production. 


‘Cinci Enquirer’ 
Put Up for Sale 


|Roger Ferger, 


price. 


McLean, 


The 107-year-old morning news- 
|paper is owned by the estate of 
John Roll McLean and handled 
by the American Security & Trust 
Company. Under the conditions 
‘of the trust established by Mr. 
the trustees are given 
/permission to dispose of any por- 
'tion of the estate when that por- | 


| trols fluorospar mines in southern 
| Illinois as well as other large real 
| estate holdings. 


No Decision Made 


by McLean Estate | Enquirer headquarters insist 


CINCINNATI—Admitting that the 
Cincinnati Enquirer is up for sale, | 
publisher of the 
E. A. Hills, founder and editor,| Paper, nevertheless declined last 
WasHInNcTON—In four important} will now devote his time to the| week to disclose names of pos- 
_operation of his truck lines. Rene|sible purchasers or the asking 
Cazenave will be the new editor, | 
with Jack R. Holmes as advertis- | 


| that while the trustees are talking 
|to prospective purchasers, no de- 
cision to sell has yet been made. 
Reported interested in purchase 
of the properties are Silliman 
Evans, publisher of the Nashville 
| Tennessean; Mr. Ferger, who is 
expected to offer a bid backed by 
|local capital; Frank Gannett, and 


_ the Ridder brothers, newspaper 
| publishers. 
| The Washington Post, also 


owned by McLean, was turned 
over to his son at his death, and in 
1927 Eugene Meyer offered $5,- 
000,000 for the paper. Young Mc- 
|Lean reportedly held out for an 


tion becomes the largest part of| ,qqitional $500,000 and the sale 


'the estate trust fund. 


It is understood that the news- 


|fell through. In 1934, after the 
'fortunes of the paper had suffered, 


/paper now falls in that category,| Weyer was able to purchase it for 
with a tentative evaluation of | $800,000. 


$10,000,000, or about 75% of the 


Present heirs to the estate are 


trust fund. The estate also con-|Jon R. and Edward B. McLean, 


73 


grandsons, and Mamie Spears 
Reynolds, the late Evelyn Walsh 
McLean’s granddaughter. 


Lilleston Promoted 


Horace J. Lilleston has been 
named vice-president of the Paraf- 
fine Companies, Inc., San Fran- 
cisco. He is sales manager of the 
Pabco’s floor covering division, 
maintaining offices in New York 
as well as San Francisco. 


THE MAGAZINE 


_of the TRADE : 


HOSIERY & UNDERWEAR 
Revie 
1 WEST 34th ST., NEW YORK 1 


GUARANTEED @® CIRCULATION 


Here’s to 


AN ADVERTISING TOAST 
TO BUSINESS HEALTH! 


4 attractive, colorful Meyercord Decals give the 


Duquesne Brewing Co. 


rolling stock and point of sale! Double use... on 
trucks and windows! Double promotion value! The ° 
Duquesne Cadet serves simultaneously at thousands 
of dealer outlets on storefronts and interiors .. . 
or he roves the company’s sales territory as truck 
fleet advertising. Two additional Meyercord Decals 


colorfully feature the 12 ounce and “‘steinie’’ bottles. 


a perfect tie-up between Ss 


Meyercord Decals transform 
fleet trucks into “mobile bill- 
boards” overnight, at a frac- 
tion of hand-painting time and 
cost. Find out how you can 
make Meyercord Decals serve 
double duty . . . write today! 


ren = 


“eee eee eee 


5323 W. LAKE’ ST. 


B l 


ANOTHER MEYERCORD “FREE SPACE” BARGAIN! 


Complete Meyercord Decal sign programs identify dealers 
by name, provide his street number, publicize special 
services, etc.—all in flexible, colorful combinations. As 
spot signs, top or bottom window valances, on storefronts 
or interiors...they are washable, durable, easy-to-apply. .. 
produced in any size, colors, designs. The space is free! 
Find out today how you can cash-in on this medium with 
a low-cost Meyercord Decal program. Write Dept. 39-5. 


SIeM EYERCORDZ, 


World's Largest Decal Manufacturer 


_ pes | 


on your dealer windows...trucks... 


decorated with =, 
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Opens Fashion Service 

Janet Leven Block, formerly an 
account executive of Abbott Kim- 
ball Company, New York and 
Chicago, has started a fashion and 
advertising consultant service at 
1445 E. Broad St., Columbus, O. 
She will specialize in sales promo- 
tion, merchandising, direct mail, 
public relations, radio and sales 
training stressing the feminine 
appeal. 


INDUSTRY! 
To sell the soft drink bottlers of America, 
do it most effectively through the 


Hatiomal Botllers Gazelle 
the dominant National publication in the 
soft drink industry since 1882 
st in ABC paid circulation * in advertising volume. 
in editorial force, prestige, experience. 
KELLER PUBLISHING COMPANY 
80 Broad Street, New York 4 


Detroit : Penobscot ay | 
Pacific Coast: 714 W. Olympic Bivd. 
Los Angeles 


/AMONG CHICAGO ART DIRECTORS AD WINNERS—Shown above are three of the medal-winning advertisements in the 


_annual advertising competition of the Art Directors Club of Chicago. 


These are (left to right): Betsy Ross bread newspaper 


|ad designed by Victor B. Wells for W. E. Long Co., Chicago agency controlling the brand; Parker Pen Co.'s color ad pro- 
duced by J. Walter Thompson Co.; and Duncan & Miller Glass Co.'s black-and-white ad with photographic illustration of a 
Crust Edge bowl, produced by Kete by Ketchum, MacLeod & Grove. 


While beautiful printing plates 
can be made from a color film 
direct, you never know ahead of 
time just how the final proof 
will look. 


A CHROMART Print made 
from your color film gives art 
director and client something 
definite, something concrete to 
display and okay . . . instead of 
a film transparency to peek 
through. 


After approval this CHROMART 
Print is your artcopy for fine 
platemaking and gives your en- 


graver flat copy he can match 
color-for-color, thus assuring 
finest possible reproduction. 


Also, you get these time- and 
money-saving advantages: A 
CHROMART can be made to 
exact size to fit artwork .. . air- 
brushed, retouched, lettered as 
desired . . . pasted into final art 
with but one set of plates for 
entire page. And plates from 
flat copy cost less than from a 
color film! 


CHROMART Prints are priced 
from $52 to $122. Write! 


Frank Miller Laboratories 


America’s oldest 


846 N. Fairfax, Hollywood 46 


colorprint service. 


THE AUTOMOTIVE BUSINESS MAGAZINE 
S572 MADISON AVE, NEW YORK 22 « FOUNDED IN 1903 


19 Entries in Art 


Directors Contest 
Get Medal Awards 


Cuicaco—Nineteen medal 
awards were presented by the Art 
Directors Club of Chicago May 3 
to winners in its annual advertis- 
ing competition in this area. 
Awards were in three divisions— 
design of complete advertisements 
or units in ads, advertising and 


ielson Nicholson; 
Ross; producer, Ketchum, MacLeod 
& Grove; advertiser, Duncan & Mil- 
ler Glass Company. 

4. Product illustration, color (two 
or more): 
liams; art director, 
man; producer, 


stitute. 

5. Editorial photography: pho- 
tographer, Sarra, Inc.; art director, 
Bert Ray; publication of Abbott) 
Laboratories. Also: photographer, 
Stephen Deutch; art director, Leroy | 
Winbush; publication, Ebony. 


Silvray Names Eustace 
Frank A. Eustace, formerly in 

charge of advertising and sales 

promotion for P. & F. Corbin di- 


editorial art, and advertising and | vision of the American Hardware 


editorial photography. 
Medal award winners and their 
respective classifications are: 


Group One: Design of 
_ advertisement or unit. 

1. Magazines: designer- 
'tor, Roy Larsen; producer, 
Cone & Belding; advertiser, 
berly - Clark Corporation; 
Francis Chase. 

2. Trade publications: 
artist, John Averill; 


Foote, 
Kim- 
artist, 


designer- 


Veritone Company. 

3a. Newspapers (national): 
signer, Victor B. Wells; 
Paul E. Beem; producer, 
Company; advertiser, 
Bread. 

3b. Newspapers (local): designer- 
art director, Frances Owen; pro- 
ducer, Marshall Field & Co.; adver- 
tiser, Marshall Field & Co.; artist, 
Rainey Bennett. 

4. Direct mail: 

Morton Goldsholl; 
|}ciety of Typographic 
| Morton Goldsholl. 
} 5. Posters: designer-art 
Sol Berger; producer, 
advertiser, Canadian 
Fred Denzger. 

6. Display and miscellaneous: 
signer-artist, Morton Goldsholl; 
vertiser, Brunswick-Balke-Collender 
Company. 

7. Editorial design: 
Robert Tucker; publication of 
bott International Company; 
W. Dwight Smith. 


Group Two: 
editorial. 
| 1. General subject matter, black 
and white: artist, Fred Steffen; 
director, Ted Adams; 
Franklin Brown, Inc.; 
United Electric Coal Companies. 

2. General subject matter, 
artist, Joseph Feher; art director, 
Gene Raven; producer, 
| Studio; advertiser, United Air Lines. 

3. Product illustration, black 
and white: artist, Ruth Connerly; art 
director, Frances Owen; 
Marshall Field & Co. 

4. Product illustration, color: art- 
ist, Boris Artzbasheff; art 
Charles R. Prilik; producer, 
ter Thompson Company; 


de- 


W. E. 
Betsy 


Long 
Ross 


designer-artist, 
advertiser, So- 
Arts; 
director, 
Ace; artist, 


de- 


Ab- 


Art-advertising and 


Vision, Ine.;| 


artist, | 


art direc- | 


producer, Homer | 
J. Buckley & Associates; advertiser, | 


art director, | 


| 


artist, | 


| 


ad- | 


| 


art director, | 


art | 
producer, C. | 

advertiser, | 
color: | 


Tempo}! 


| 


advertiser, | 


| 


director, 
J. Wal- | 
advertiser, | 


Parker Pen Company. | 
| §. Editorial art: artist, Mary 
Blair; art director, Tony Palazzo; 


publication, Coronet. 


Group Three: 
vertising and editorial. 

1. General subject matter, 
and white: photographer, Ed Pivo 
producer, Carson Pirie Scott & Co.; 
advertiser, Carson Pirie Scott & Co. 

2. General subject matter, color 
(two or more): phétographer, Ruzzie 
Green; art director, Robert D. Dohn; 
producer, Foote, Cone & Belding; ad- 
vertiser, Pepsodent division, Lever 
Bros. 

3. Product 
white: 


black 


photographer, Emelie Dan- 


| 


Photography — ad- | 


illustration, black and | 


| 


Corporation, New Britain, Conn., 
has been appointed to head adver- 
|tising and sales promotional ac-| 
\tivities for Silvray Lighting, ed 


complete York. 


art director, Tom) 


photographer, H. I. Wil-| 
George Koss- | 
Leo Burnett Com-'! 
pany; advertiser, American Meat In- | 


Advertising Age, May 10, 1948 


'Y&R Appoints Three 


Edward Mazzucchi, formerly 
|with the Export Advertising 
|Agency and Fuller & Smith H 
Ross, New York, has joined the 
international division of Young & 
Rubicam, New York. The agency 
|has added Luis Gurza, formerly 
| head of his own publicity agency 
in Mexico City, and Manuel Bar- 
bachano, formerly with McCann- 
|Erickson’s international division, 
|to its Mexico City office. 


‘Pusch Appointed A.M. 


| W. H. Pusch, formerly opera- 
|tions analyst in the Fort Worth 
office of the U. S. Employment 
Service, has been appointed ad- 
vertising manager of Hobbs Trailer 
|Corporation, Fort Worth. 


| 
| 
| 
| 


Artists like the way 
we faithfully match 
their colors 


| The Veritone Co., 57 W. Gr Grand Ave., Chicago 
Telephone Whitehall 5957 


; 
i 


Selling Akron buyers is an inside job. There- 


fore, 


your 


Like all other large cities, Akron readers read 
local and buy local, but there are few cities as 
important as Akron where ALL buyers are 
influenced by ONE newspaper. 


Your AKRON Sales Promotions can succeed 


only when you place your messages in the only 


newspaper read by all 


REPRESENTED NATIONALLY BY: 


MEMO TO 
SPACE BUYERS: 


BEAR DOWN 


you must BEAR down locally to reap 
share of this 350 million dollar market. 


AKRON. BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 


You must 


LOCALLY 
to sell 
AKRON 


Akron buyers. 
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NAB Committee 
Suggests 2 More 
Radio Standards 


WASHINGTON—A slightly revised 
version of the Standards of Prac- 
tice for American broadcasters 
was ready last week for approval 
py the NAB convention at Los 
Angeles next week. 

Phrased in a more positive tone 
than the “code” rejected at At- 
lantic City a year ago, and com- 
plete with a “broadcasters creed,” 
this latest rewriting is the prod- 
uct of NAB President Justin Mil- 
jer, chairman of the restyling com- 
mittee. 

The version for discussion at 
the convention differs from the 
March 29 draft in two minor addi- 
tions and some editorial changes. 

One addition calls for “reason- 
able time” for anyone suffering 
“an unfair attack” by a com- 
mentator, analyst or other speaker. 
The other requires an originating 
station to accept responsibility for 
the compliance of a “multiple sta- 
tion broadcast” with code provi- 
sions. 


Date to Be Set 


Following discussion at the NAB 

convention, the Standards would 
go into effect at a date to be de- 
termined by the board of direc- 
tors. 
After the Atlantic City conven- 
tion the board fixed a February, 
1948, date for the code to go into 
effect but postponed the event and 
revised the standards following 
extensive criticism by industry 
members. 
The restyled code prepared since 
the Atlantic City convention sug- 
gests a minimum of one to six 
minutes of commercials for eve- 
ning programs of five minutes to 
an hour, and one and a quarter to 
seven minutes for daytime pro- 
grams. ° 


2ND DISTRICT NAB 
WANTS DOUBLE SPOTS 

New YorK—The National As- 
sociation of Broadcasters can ex- 
pect opposition on at least one 


Last Minute News Flashes 


FCC Reopening Upstairs Video Case | 

WaASHINGTON—Acting to speed development of nationwide television 
service, FCC has fixed Sept. 20 for a new investigation of develop- | 
|ments which may open the way for a large number of stations in| 
"upper regions of tiie radio band not covered by present video. CBS) 
|has maintained that highly competitive national color video can be | 
| established in this 475-890 mc. band, but after long hearing the 
FCC, March 18, 1947, postponed operation in this band. The com- 
'mission will reallocate some of the 12 downstairs channels now be- 
| ing used. 


Tangee ‘Pink Queen’ Drive Outlined 
| Lone IsLanp Crry—George W. Luft Company begins an intensive | 
| promotion for the new Tangee “Pink Queen” lipstick, breaking it 


| a color spread in the May 31 Life, to be followed with ads during the 


/ summer in the Dell Modern Group, Fawcett Women’s Group, Hunter | 

Screen Unit, Ideal Women’s Group, Macfadden Women’s Group, co- | 
| operative newspaper advertising and participations on the WOR, New | 
York, “Breakfast with Dorothy and Dick” program. The ageney is 
Warwick & Legler, New York. 


Swiss Watch Makers to Launch Campaign 

New York—The Swiss Federation of Watch Makers will launch an 
intensive drive through Foote, Cone & Belding, New York, beginning 
in late May and early June based on the slogan, “For the Gift You'll 
Give with Pride—Let Your Jeweler Be Your Guide.” Full pages will 
appear in late May in Collier’s, Life, Newsweek, The Saturday Eve- 
ning Post and Time. In June, Better Homes & Gardens, Country 
Gentleman, Farm Journal, Fortune and National Geographic will be 
added to the list. This schedule will be supplemented by ads in 
jeweler business papers and during peak seasons ads will appear in 
The American Weekly, Parade, This Week Magazine and others. 


Swans Down Cake Mix Tested in 6 Markets 

EVANSVILLE, INp.—Igleheart Brothers division of General Foods Cor- 
poration, New York, is launching a test campaign in six markets 
using newspapers and spot announcements for Swans Down white 
cake mix. The agency is Young & Rubicam, New York. 


Ogilby Named Head of Philco Video Sales 

PHILADELPHIA — Frederick D. Ogilby, sales manager for the past 
year of Philco Corporation’s radio division, has been appointed to the 
newly created position of manager of television sales. 


‘Look’ Raises Canadian, Hawaiian Price 

New YorK—Look magazine will announce May 11 an increase in 
single copy price from the present 15 cents to 20 cents a copy in 
Canada and Hawaii. The change in Canada will be advertised in 
newspapers through McCann-Erickson. 


Portrait Home Wave Magazine Drive Ready 

BLOOMFIELD, N. J.—Lehn & Fink Products Corporation will launch 
a campaign for Portrait home permanent wave in the May 24 Life 
with a black-and-white page. The schedule includes other national 
magazines not yet announced. The agency is Duane Jones Company, 
New York. 


5 DuMont Shows 


| hall Pharmacal’s “Helen Trent’ 
| (8.5), another Columbia attrac- 
tion. 


| permanent, 


Lever Bros. Buys 
Rayve Shampoo 
and Hedy Wave 


CAMBRIDGE, Mass. — Lever 
Brothers Company, which | 
branched out into the cosmetics | 
business some time ago through | 
the acquisition of Harriet Hubbard | 
Ayer and Luxor, has purchased | 
Rayve Creme shampoo and Hedy | 
Wave home permanent from Wil- | 
liam R. Warner & Co. 

Lever will market the two prod- 
ucts, as well as Rayve Creme hair | 
dressing and Rayve Caress hair 
dressing, through its Pepsodent| 
division in Chicago. 

Henry Morgan, whose ABC | 
show is sponsored by Rayve, is 
now working for Pepsodent, like | 
Bob Hope. Roche, Williams & 
Cleary, which handled the Rayve 
and Hedy accounts, will continue 
to direct Rayve and Hedy adver- 
tising for Pepsodent. 


Rayve Drive Continues 


No agency change on the sham- 
poo and home permanent account 
was contemplated as AA went to 
press. 

When Rayve took over the 
Henry Morgan show at the end 
of January, and returned to net- 
work programming, it restricted 
its previous heavy spot radio drive 
to 12-16 principal markets. The 
regional Don Lee MBS Sheila 
Graham show, magazine and co- 
op newspaper schedules were un- 
changed at that time, and will 
continue unchanged, despite the 
switch in ownership of the com- 
pany. 

E. H. Bobst, president of Wil- 
liam R. Warner & Co. and direct- 
ing head of Richard Hudnut, 
Standard Laboratories and other 
affiliated companies, said the rapid 
growth of Richard Hudnut en- 
riched creme shampoo and Rich- 
ard Hudnut home permanent, led 
to the decision to sell the other | 
products in the same line. 

The Hudnut shampoo currently 
is receiving a big play in spot 
radio and sales of the Hudnut home 

although only re- | 


| thorizes 


‘Banner Buy’ Test 
Stresses Emblem 
in Pennsylvania 


WASHINGTON — Agriculture De- 
partment staff members will move 
into York and Lancaster, Pa., 
today (May 10) for a _ three- 


| week test of a new consumer food 


conservation program worked out 
in cooperation with national rep- 
resentatives of the retail food in- 
dustry, and the operators of food 
store systems. 

Store promotions and advertis- 
ing will center around a “banner 
buy” plentiful food emblem which 
the department will make avail- 


US DEPARTMENT OF AGRICULTURE 


Banner Buy 


A PLENTIFUL FOOD 


able for use in the advertising and 
displays of retailer food stores 
which agree to feature commodi- 
ties on the monthly list of abun- 
dant foods. 

In addition, the York and Lan- 
caster stores will have counter 
cards offering or promoting a spe- 
cial menu and recipe booklet of 
“money-saving main dishes,” pre- 
pared by the department to help 
housewives produce _ appetizing 
dishes from plentiful foods. 


May Become National 


The two-part program is an 
outgrowth of the conservation 
drive authorized by the special 
congressional session last Decem- 
ber. If the York and Lancaster 
tests warrant, and Congress au- 
continued conservation 
efforts, the department’s “banner 


|buy” emblem may~ become avail- 


able to food stores on a nation- 
wide basis. 
During the York and Lancaster 


’ 
portion of the proposed code of Rate Pulse 10’ 
standards at its convention next| New York —WABD, DuMont’s 
week, | 

Members of the NAB’s Second | program popularity honors, placing 
District, in a closed meeting last|fjye programs on the top 10, in 
week, instructed Michael R. Hanna | pyjse’s fourth monthly survey of 
{ WHCU, Ithaca, director of the| telecasts in this area. 
district, to take to the convention; Tieq for first place were 
a resolution approving double) wapp’s wrestling matches and 
spotting in certain instances. 'WCBS-TV’s coverage of the cir- 
The group voted endorsement cys, sponsored by Ford Motor 
of double announcements between Company, at 46. Other WABD| 
‘wo sustainers or between a sus-/|fayorites were the Monday night 
lainer and a sponsored show. It | boxing matches, sponsored by the 
ilso asked that the code be re-| winston Radio & Television Cor- 
vised to permit time signals and poration (43), and three sustain- 
weather spots, following commer- | ers. “Doorway to Fame” (41), 
vals, to run 15 seconds rather | «smal Fry” (35.8) and “Wash-| 
‘han 10 seconds. ington News” (33.4). 

Taking the attitude that radio} Close competitor for first place 
contests are something for which| was WNBT’s Friday night boxing | 
‘he industry need not apologize,|pouts, sponsored by Gillette| 
‘he stations request that the para-| Safety Razor Corporation, with a 


|station, walked away with the/ dropped slightly, but in Philadel-| 


In Cincinnati, New York, Chi- 
cago and _ Boston,  sets-in-use 


phia the figure was 24.3, against 
22.9 for the previous two months. | 


Hiram Walker 
Strike Ends 
in Chicago Area | 


Cuicaco—Operations of the Hi-| 
ram Walker Distributing Com-| 
pany in this area have been re- | 
sumed after 45 striking salesmen 
agreed to return to their jobs in 
return for a slight increase in 
their commissions. 

The salesmen, represented by 
the Liquor & Wine Salesmen’s 
Union (AFL), were awarded al 


cently introduced, are said to be | tests) which will be supported by 
doing well. See | newspaper ads and radio publicity, 

“Therefore, it is only sound/ wholesalers and produce dealers 
merchandising policy,” Mr. Bobst| wij) record the “trend,” if any, to 
stated, “for the company to de-/|the foods displayed under the 
vote all its creative efforts, as| agriculture Department emblem. 


well as advertising, sales and pro- 
motion emphasis to the Richard 
Hudnut preparations and not com- 
pete within itself.” 


Kraft Begins New 
Comic Strip Ads | 
for Malts, Candy — 


Cuicaco—Kraft Foods Company | 


| here begins a series of comic strip | 


ads for its powdered malted milk | 
and candy caramels in the May 9) 
issue of Puck—The Comic Weekly. | 
One-third page ads will con- | 

| 


graph referring to contests be de-/ rating of 45. Another NBC tele-| 0.2% increase in commissions to} tinue throughout the summer, al- 


leted. If this were done, the pro- cast, was 
vision making references to prizes | tenth. 
apart of commercial time would 


be eliminated. 


Ad Explains Rail Fight 
“Tonight on Broadway,” now a} 


The Railroads Inter - Regional! .j<tainer, with 33, and a feature 
Advertising Committee ran an ad film which scored 32 


‘ast week in 1,560 daily and 7,670 ; 
weekly newspapers to present the} Jack Benny, NBC-Lucky Strike 


‘ailroad’s side of the controversy comedian (28.8), rated tops with 
in the threatened strike by the| radio listeners in the five-city area 
Brotherhood of Locomotive Engi-| covered by Pulse for its March-| 
teers, Brotherhood of Locomotive} April study. Runnerup was the) 
firemen and Enginemen, and/tux Radio Theater (27.9) on’ 
witchmen’s Union of North) cps, 
hg a New Other leaders, in order of listing, 
ee oe were Fred Allen, Charlie Mc-| 
: Carthy, Fibber McGee & Molly,' 
"adio Sales Names Day Fitch Bandwagon, Bob Hope, 
Sista, : ~|Truth or Consequences, Amos ’n’ | 
aot manager of Radio Sales,| ,,ay and Walter Winchell. | 


Tadio ti se ; 
CBS He formeciy mas divector| Chesterfield’s Arthur Godfrey | 


% research at WTOP, Columbia-| (8.7) on CBS rated first with day-| 
‘wned Washington station. | time listeners, followed by White- | 


“Beauty Show” (31), 


Benny Heads Radio Ratings | 


| crease of 0.8%. 


4.4%. They had asked for an in- 
They also gained 
annual two-week paid vacations. | 


The strike lasted 10 weeks, dur- | 


Other favorites on the CBS/|ing which time the company was! yniform with glasses of malted 
schedule included Lucky Strike’s| prevented from delivering any | milk. The headline: “Wow, what 


products (AA, April 12). 


3-Time Libby Radio | 
Contest Is Success 


Libby, McNeill & Libby, Chi- 
cago, reports highly satisfactory 
response to its series of three $14,- 
000-weekly contests, in which 
Cadillac sedans were given as first 
prizes to contestants who com- 
pleted the sentence: “Libby’s to- 
mato juice is the leader be- 
ed 

Promotion of the competitions 
was chiefly on “My True Story” 
over ABC with two 700-line news- 
paper ads confined to selected 
markets, largely on the Pacific 
Coast. 


ternately plugging malted milk 
and caramels in the publication in 
50 cities. The May 9 ad featured 
a small girl and boy in baseball 


malteds! Make ’em at home!” 
Copy next a picture of the boy 
says, “Makes milk drinking fun! 
. . Easy to fix ... at low cost 
... with Kraft Chocolate Malted 
Milk.” 
Needham, Louis & Brorby here 
is the agency. 


. 
LH]’ Adds Two 

Walter H. Smith, formerly as- 
sistant to the president of the FR 
Corporation, New York, in charge 
of sales and advertising, and 
Charles C. Baldi, formerly with 
the Samuel B. Kirk Company, | 
New York, have joined the adver- | 
tising department of the Ladies’ 
Home Journal, New York. 


Moreover, the department will 
test “take-one-free” and ‘“mail- 
in-the-card-for-one” methods of 
distributing its recipe book, with 
a view to determining the most 
economical method of distributing 
the recipes. 

The department does not exer- 
cise any control over the prices 
which the grocer charges for 
“abundant food.” Its emblem is 
freely available so long as it is 
confined to the monthly list, com- 
posed of non-luxury items gen- 
erally consumed by a large pro- 
portion of the population. 

The 150 recipes for abundant 
foods were prepared by the Bu- 
reau of Human Nutrition and 
Home Economics. Initial press 
run is 3,000,000, but an additional 
million is contemplated in order 
to assure an adequate supply for 
members of Congress. 


Sponsors ‘Stop Music’ 

P. Lorillard Company will spon- 
sor the final quarter hour of ABC’s 
lush giveaway “Stop the Music.” 
Starting date for Old Gold’s spon- 
sorship of a portion of the show, 
heard Sundays 8 to 9 p.m., EDT, 
has not been set. Lennen & Mit- 
chell is the agency. 


5.6% Own FM Sets 

Some 5.6% of the total radio 
homes in New York own FM sets, 
Pulse reports. This compares 
with an FM ownership figure of 
2.1% in January. The survey 
group states that 37% of the FM 
sets are owned by lower middle 
class and poor families. 
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Look over this array of ten Haire specialized Publications 
and put your finger on the one merchandising specialist 
of your field. There you have the efficient productive 
medium that delivers your market with the concentrated 
and loyal buyer-readership that only the specialized au- 
thority can command. 

Do you want to introduce a new product, expand dis- 
tribution, pave the way for your salesmen, present sales- decacee! ee ee iil ee le a 
training ideas? These or the 101 other objectives of your ME RC HANDISING PUBL | CATIONS ‘0 
trade advertising can be done more effectively and with- . ; : seo dy ae 


out waste expense in the Haire specialized publication of 


your field. 
Information headquarters for Major Merchandising Markets }{.. 


HAIRE PUBLISHING COMPANY - 1170 BROADWAY, NEW YORK 1 - BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA - LONDON 
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